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Telautograph Service Proved 
Value During New England Floods!! 


Some Bu- 
reaus Con- 
nect to But 
a Few 
Stores— 


Some Bu- 
reaus Are 
Connected 
to From 10 
to 30 Stores 





“As it were, we had the experience of going back to oxcart days. This proved conclusive- 
ly that Telautographs are nearly indispensable, once you get accustomed to that method of 
modern communication.” 


(Excerpt from letter written by The Hartford Credit Rating Bureau, Inc., Hartford, Conn., 
shortly after recent floods prevented them from using their Telautograph service.) 


Telautographs can prove “almost indispensable” to you, too. That’s why you owe it to 
yourselves to investigate them now. At present, 188 stores and credit bureaus, similar to 
your own, depend upon telautograph service to obtain and pass their credit information quick- 
ly and accurately. They put the Telautograph to the test and did not find it wanting. 


Systematic handling of credits—instantaneous transmission of accurate information—50% 
reduction in clerical expense—prompter delivery of customers’ goods—protection against un- 
necessary credit losses, as well as the dishonest—are some of the reasons why Telautographs 
are so efficient and economical. 


On May 26th, 1936, Peoria Merchants Association, Peoria, Illinois, contracted for connec- 
tions from the bureau to six great stores. 


Send for our man now, or merely ask for our new “G.B. 36” booklet!! No obligation— 
of course. 


WE HAVE 45 BRANCH OFFICES AT YOUR SERVICE!! 
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Special Notice -- 
To All Members: 


Be Sure to Read 


The Consent Decree-- 


The Information 
In Contempt-- 


The Stipulation-- 


in the Government suit—printed on 
pages 30, 31, 32, 33, and 34 of this 


issue. 


You are urged-- 


You are urged to read them as a group 
and you are hereby notified that fail- 
ure to observe the terms of the Decree 
set forth therein may result in an ac- 
tion of contempt against those who 
fail to comply with the Decree. 


Read also the explanation by Law- 
rence McDaniel, General Counsel, on 


pages 34 and 35. 


All readers—credit executives—cred- 
it bureau managers—and their em- 
ployees—are urged to bring this mat- 
ter to the attention of the directing 
heads of their respective organiza- 
tions. 


NATIONAL RETAIL 
CREDIT ASSOCIATION 














EDITORIAL COMMENT 


By ALLEN T. HUPP 


General Chairman, Omaha Convention Committees 


THK 
Omaha Bids You Welcome! 


OR the nation’s credit men, all roads lead 
Fk to Omaha, where their national convention 

will be held June 16 to 19, with every pros- 
pect of a record-breaking attendance. Advance 
registrations crossed the five hundred mark in 
mid-May. 

This figure represents the largest pre-conven- 
tion registration in history, and gives color to the 
prediction that no less than one thousand credit 
men and women will be on hand when President 
Giles Driver bangs the gavel to call the conven- 
tion to order. 

Come on—the more the merrier! A real 
Omaha welcome awaits you! We have the fa- 
cilities to handle a crowd. We have a construc- 
tive and inspiring convention program. And we 
have entertainment plans that will guarantee a 
good time to every man and woman in the con- 
vention. 

Elsewhere in this issue of The Creprr Wortp 
you will find the business program of the con- 
vention. Here’s the lowdown on the play fea- 
tures of this year’s gathering: 

The fun actually commences the night before 
the convention formally opens. On Monday night, 
June 15, that merry monarch, King Ak-Sar-Ben 
the Forty-first, will present the world-famous Den 
Show for the benefit of his guests from the credit 
fraternity. 

Ak-Sar-Ben (spell it backwards) and the Den 
Show are uniquely Omaha and you must be on 
hand Monday evening to get the real flavor of the 
1936 Convention. This year’s Den Show is a 
satire on the national political campaigns, and 
since the party conventions will be in progress at 
the same time, an evening of up-to-the-minute 
laughs is assured. For good measure, some of the 
credit men and women will ride the goat in Ak- 
Sar-Ben’s celebrated initiation. A Dutch lunch 
and dancing will top off the night. 

Luncheon hour Tuesday finds the ladies at 
Happy Hollow Club, which incidentally is the 
scene of the 1936 Western Amateur Golf Tourna- 
ment. On Tuesday evening, the entire convention 
party goes to Peony Park for swimming, dinner 
and dancing. Everything will be held out of 
doors in Peony’s cool and lovely Royal Grove. 

While the men toil away over credit problems 
Wednesday afternoon, the ladies will find more 
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recreation at the Ak-Sar-Ben horse races. The Ak- 
Sar-Ben plant includes a beautiful, new one-mile 
track on the outskirts of Omaha, and some of the 
nation’s best stables will be represented at this 
year’s racing meet. Wednesday evening is “go-as- 
you-please”—an old credit men’s institution. 

Luncheon and bridge will keep the ladies di- 
verted Thursday afternoon at the Hotel Paxton, 
and that same night the convention will reach its 
high point in the annual banquet. The banquet 
speaker is Captain Irving O’Hay of Taos, New 
Mexico. Captain O’Hay is a soldier of fortune, a 
writer, a wit and one of America’s favorite after- 
dinner entertainers. 


That’s the formal program of entertainment, 
but it doesn’t begin to tell of the good things that 
we have planned for our guests. If you golf, ar- 
rangements have been made for you at a number 
of top-flight courses, including the Omaha Field 
Club (Johnny Goodman’s home course) and 
Happy Hollow, where Rod Bliss learned the 
game. Joslyn Memorial, beautiful $5,000,000 
art institute, will attract many and of course many 
others will want to take a “busman’s holiday” 
and visit the retail stores. These treats and many 
more are in store for you, and the whole affair 
will have the stamp of true western hospitality. 

One more tip: This year’s convention brings 
you within a few miles of some of the nation’s 
finest playgrounds, the Minnesota lakes, the Black 
Hills, colorful Colorado, and the national parks. 

Why not “see America first? starting with 
Omaha on June 15? 


=e 


Omaha Is Ready 
| NROUTE from the Pacific Northwest I stopped 


at Omaha, May 28 (after the above message was 
written), to review plans for our forthcoming 
Convention. At a luncheon meeting presided over by 
General Chairman Allen T. Hupp, members of the Con- 
vention Committee reported “ready and eager to go.” 
Advance registrations exceed 525 and indications point 
to the largest attendance in the history of the National 
Association. The program is outstanding and the Con- 
vention will be a fitting climax to a very successful year. 
You are expected to be there! 





L. S. CROWDER. 


The CREDIT WORLD 




















(Reproduction of a sticker issued by 
National Retail Credit Association) 


ONE BIG REASON FOR INACTIVE ACCOUNTS 


Corporation reports may be bright and arrangement made by you for his use, with 


business forecasts optimistic, but lack of your local Morris Plan institution. 
ready cash is still one of the big reasons In stores where these banking facilities 


for inactive customers. have turned well intended but lagging ac- 


Not in some stores, however—for Morris 
Plan is providing a new means to move 


merchandise and revive dormant accounts. 


counts into cash, this additional service to 
paid-up customers, is gaining consider- 


able favor. If you wish to use Morris Plan 





The custemer who needs furniture, for as a business getter, call at your local in- 


example, would be glad to know that he stitution, listed below, or communicate 


could afford to purchase it through an with this Association. 





MORRIS PLAN BANKERS 


800 East Main STREET - 


ASSOCIATION 


RICHMOND, VIRGINIA 


This series of advertisements is sponsored by Morris Plan institutions in the following cities: 


AKRON, OHIO 
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Sound Credit-- 


That’s Your Problem! 


By J. W. LAUGHLIN* 


General Manager, Hale Bros. Stores, Inc., San Francisco, Cal. 


signed to me, “Sound Credit,” than that contained 
in the code of ethics of the National Retail Credit 
Association : 


| CAN find no better definition of the subject as- 


To promote business by expediting every credit sale 
that is consistent with sound credit principles ; 

To conserve capital by declining to sanction unsafe 
credit risks ; 

To make clear the nature of the obligation which the 
customer assumes when the account is opened; 

To protect the customer against assuming obligations 
beyond his proper ability to pay; 

To encourage the broadest use of credit that is con- 
sistent with the safety of the business and the welfare of 
the public; 

To educate the public in the nature of credit as a rela- 
tion of mutual trust and in the value of establishing 
credit standing with reputable stores. 


Credit extensions in retail sales may be traced back to 
the first records of merchandising and may be accepted 
as a definite phase of retail operation. 

Our credit experience throughout the years prior to 
the boom period preceding 1929 gave no particular cause 
for anxiety, due to the simple procedure followed, which 
was pretty well standardized throughout the country. 
No excessive losses were encountered and the original 
conception of affording convenience to customers as an 
aid to sales was accomplished without much hazard to 
well-managed business adequately financed. 

A few years prior to 1929 when lavish expenditures in 
modern housing fixtures and conveniences as a means of 
attracting trade had apparently reached the limit, retail- 
ers entered upon a period of credit terms competition 
that was only arrested by the collapse of 1929. I think 
it may safely be said that regardless of the financial col- 
lapse in the latter part of that year retailers, because of 
the frenzied and in many respects uncontrolled exten- 
sion of credit of a few years prior, were facing a situa- 
tion rapidly approaching demoralization. 


It only needed the collapse of general business at that 
time to bring the realization to the consumers that 
whether they held their jobs or not they had goods of 
every description, not including foodstuffs, to last them 
for years. Very little of it was in their possession in 
actual ownership. They had miortgaged their future for 
years to come, but they did have the satisfaction of know- 
ing that nothing else would be needed until conditions 
improved. 

Far beyond the question of whether collections 
would be met on this merchandise was the greater prob- 
lem of saturation. 


*An address before the Eleventh District Conference, San 
Francisco, April 18, 1936. 
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Competition in credit terms was resumed on the first 
indication of business upturn, and apparently the great- 
est factor in the development of this competition was due 
to the Government’s introduction of a credit plan under 
the FHA for the sale of certain types of merchandise 
sold at retail. I am offering no adverse criticism of the 
FHA, its plan of operation, and its immediate contribu- 
tion to sales at retail. It served the purposes for which 
the administration intended it, and I refer to it only in 
the sense of a contributing cause to the present situation. 


We also have another factor exerting an important and 
direct influence upon the merchant’s policy of retail credit 
extensions and that is the banks and finance companies. 
The banks, smarting under charges of withholding funds 
from channels of trade that might serve to accelerate the 
return of business normalcy, have entered very aggres- 
sively into the field of accepting the paper of the retail- 
ers on long-time deferred payment plans of retailing. 


The banks are not only in competition among them- 
selves but also in competition with finance companies or- 
ganized for this particular purpose; so it is that bankers 
in small groups, or personally, will generally express ap- 
prehension over the present tendencies of unrestricted 
credit extensions. Yet they begin to speak the language 
of the competing merchants when they say that they 
must not be found excluded from the program of liberal- 
ity in credit extensions until we reach a point where 
danger is clearly threatened, and that if the banks do not 
take the lead and hold it, finance companies will get the 
business anyway. 











Editor’s Note: 


It is gratifying to obtain—from a store man- 
ager—such a clear-cut statement on this much- 
discussed topic of liberalized credit terms. 

Mr. Laughlin is a man widely known and 
recognized for his ability to handle difficult 
situations and his advice and counsel frequently 
have been sought by high authorities in store 
management and operation. 





I hope that I may not be considered as a prophet of 
dire happenings and opposed to a reasonable credit policy 
as a definite part of retailing, but I feel that at this time 
we should begin to realize the pitfalls and evils of a sys- 
tem which, although magnificent in constructive possi- 
bilities, may develop complications which may eventually 
nullify many of its benefits. 

The theory of retail credit has been found economically 
sound, but the three factors in the development of sound 
retail credit—that of the store, the customer and the gen- 
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eral public—must have their true and definite places in 
our practices if we are to keep within safety bounds. 


When we take a mortgage on a customer’s income be- 
yond a certain reasonable period we are certainly not 
serving the store by conserving capital for legitimate re- 
tailing purposes, nor are we true to the customer in per- 
mitting him to assume obligations without regard to 
hazards to his income within that long period, nor are we 
true to the public in encouraging the incurring of debt 
that is not consistent with business welfare and economic 
security and contrary to the direction in which our ef- 
forts should be made—to educate the public in the nature 
of credit as a relation of mutual trust and in the value 
of establishing sound credit standing. 


At this point I am taking the liberty to quote from the 
“Executive Edition” of Retailing of September, 1933, 
referring to the period of rapid development of retail 
credit extension, which was again beginning to be in evi- 
dence after the 1929 collapse: 


The retailer’s construction of the purposes of credit 
has been influenced by expediency, and has been of ques- 
tionable integrity, inasmuch as he has not been entirely 
ignorant of the fallacy of his reasoning. He has essen- 
tially belied his own better judgment for he has employed 
credit, not as a medium for normal exchange but rather 
as a sales factor. 


He has insidiously exaggerated to the consumer the 
facility with which merchandise might be purchased rather 
than the quality of the merchandise or the fairness of the 
price. Accordingly, the retailer’s increase in volume has 
been unhealthy and this unhealthy volume has nurtured 
other internal business administrative indiscretions. 

Volume is the natural ambition of the storekeeper, but 
that volume must be the result of sound business prin- 
ciples and policies. During the last decade both business 
principles and policies have been unrestricted and the 
reaction has been felt all the more keenly because if either 
principle or policy in business had been more ethical, 
either would have served as a checkmate to the other. 

Principle in business is a matter of ethics reflecting 
more often the character of the merchant; policy in busi- 
ness is rather a matter of business judgment reflecting the 
intelligence of the merchant. However, in the conduct 
of a credit department both principle and policy must be 
coordinated. A credit department without a definite and 
sound credit policy must positively prove a detriment 
rather than a benefit to business and that policy should be 
founded on experience and not on impulse or expediency. 

There are few credit men in this country who will 
deny the fact, if they have the courage to do so, that they 
have been opposed to the credit policies of their firms and 
apprehensive of the results during the period of high- 
pressure selling prior to the collapse of 1929, and are op- 
posed and apprehensive today when we are again enter- 
ing upon a more frenzied period of competition in credit 
terms. They have argued that nothing more than dis- 
aster could follow loose, unsound credit policies. 

Regardless of whom we may blame for the credit fal- 
lacies that exist—the unwarranted, blind solicitation of 
accounts—the intense competition in terms—the disregard 
of relative limits—the failure to observe reasonable terms 
—all contrary to common sense—certain facts are incon- 
trovertible: 

Credit, which should be the least speculative element 
in retail business, has become highly speculative and tends 
to inflation, which, in its simplest sense, means overex- 

(Continued on page 36.) 


JUNE, 1936 





“CHARGE IT PLEASE” 
BOOKLET IN GREAT 
DEMAND ine"S.ow ‘Accounts 


Store Distribution of Lively, 
Interesting Brochure 





A great many credit men sent for 
free copies of ‘“‘Charge It Please”’ in 
response to our offering of this 
brochure in the December issue of 
“Credit World.” 

Store executives found this book- 
let to be a rich storehouse of ideas to 
aid in opening up new charge 
accounts—and in collecting them. 
The booklet itself when distributed 
A to customers by mail or otherwise is 
effective in bringing in money from 
overdue accounts. It suggests to the 
delinquent, where and how he can get the money to pay his bill. 


Free Sample Copy Sent On Request 


“Charge It Please” is entertainingly written and 
well illustrated but is based on sound economic facts 
—in line with Household Finance’s objective of im- 
proving the condition of the American Family’s 
budget. It gives 5 important reasons for opening a 
charge account; and recommends borrowing to pay 
bills promptly in order not to jeopardize one’s credit 
standing. 

Dictate a note now asking for a free sample copy of “Charge It 
Please.” There are many practical suggestions that you may be 
able to put to work without delay. If your business is located in 
one of the states listed below, and you feel, as other credit man- 
agers do, that ‘“‘Charge It Please’”’ may help to bring in delinquent 
payments, by distributing it with statements or otherwise, you 
can arrange for a supply of these booklets without cost. ‘Charge 
It Please” is concise, informative, interesting. Mail coupon for 
free copy —TODAY! 


HOUSEHOLD FINANCE 


CORPORATION and Subsidiaries 
58th Year of Service 
Headquarters: 919 North Michigan Avenue 


Household makes small loans to families under state 
law through its 192 offices in 134 cities in 16 states: 


ILLINOIS MASSACHUSETTS OHIO 

INDIANA MICHIGAN PENNSYLVANIA 

1IOWA MISSOURI RHODE ISLAND 

KENTUCKY NEBRASKA WEST VIRGINIA 

MARYLAND NEW JERSEY WISCONSIN 
NEW YORK 


HOUSEHOLD, ROOM 3049-F, 919 N. MICHIGAN AVE., CHICAGO, ILL. 


Please mail me free sample copy of “‘Charge It Please.” 


SNe ieee a ets Sen coveeeee Shale 











clusion of a credit account, whether it be what we 

term a regular charge account or a deferred payment 
account, it is necessary to have a correct beginning. The 
intelligent handling of the customer by salespeople forms 
a most helpful background when the time comes for the 
credit department to discuss credit terms with the ap- 
plicant. 


] N ORDER to attain a successful and profitable con- 


There will not be a confusion of ideas in the customer’s 
mind or, worse still, incorrect information and ideas as 
to what information may be required by the credit inter- 
viewer and as to the terms, which include the down pay- 
ment, the length of time over which the payments are to 
be spread, and the amount of each monthly payment. It 
therefore becomes the duty of the credit department ex- 
ecutive to educate the salespeople and department man- 
agers so that they become credit-minded salespeople, just 
as well as to have the credit man educated to be a pro- 
motional, sales-minded credit man. 

This is very easily accomplished by a congenial coopera- 
tion on the part of the merchandise department managers 
and the credit manager. The credit manager should meet 
with the salespeople from time to time in their weekly 
meetings and frankly discuss the best method of coopera- 
tion. From time immemorial, an underlying feeling has 
existed in the sales department that seems to cause the 
salespeople to feel that to take their customer to the credit 
office to discuss the financial end of the transaction may 
cause them to lose the sale by having the customer turned 
down. 

The elimination of this feeling and the promotion in 
the minds of the salespeople that if their sale seems a bit 
shaky the credit man will do everything in his power to 
assist in making or closing the sale, will change their 
opinion and I find that a large part of any friction exist- 
ing between sales and credit divisions is founded on mis- 
understanding and can be eliminated if the credit execu- 
tive takes the initiative to do so. 

Impress upon the salespeople that the credit department 
is assisting them in making the sale and once the salesman 
is sold on this idea he sells the credit department to the 
customer. ‘Then the customer has no objection to thor- 
oughly cooperating with the credit man in endeavoring 
to give the necessary information which, as I said before, 
gives the opportunity for taking an intelligent application. 

We are doing everything possible to instill in each of 
our credit division employees the fact that we must make 
every dollar sale that is at all consistent with sound credit 


*An address before the Thirteenth District Conference— 
Chicago, March 23, 24, 1936. 
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Successfully Handling 
Deferred Payment Accounts 


By WM. H. SPRINGER* 


Credit Manager, The Davis Store, Chicago; Director, 
Thirteenth District, N.R.C.A. 


practice and that we are a sales division of the store. 
We are giving our sales divisions, through educational 
mediums, an insight of the credit division that will dis- 
pel any old prejudices that might exist, with a resulting 
close harmony between the two divisions. We are con- 
stantly conducting sales promotion campaigns with our 
customers to secure additional sales. 

A few days ago I had lunch with a credit manager of 
one of our large department stores and was explaining to 
him the wonderful spirit of cooperation existing between 
the department managers of our furniture, floor covering 
and utilities departments and myself. Every ad that goes 
into the newspapers regarding budget or extended pay- 
ment on merchandise featured in the ad, is referred to 
the credit manager for his O. K. regarding the down pay- 
ment and terms. 

A proof of an ad was sent up the other day for approval 
and the terms set forth therein did not seem satisfactory 
to me so I called the manager of our furniture depart- 
ment on the phone and told him I did not agree with the 
terms he had placed in the ad. His reply was that this 
was a big promotional item which he desired to put over 
and wanted to give it every possible concession that could 
be made but if the terms were not satisfactory to me 
it was perfectly all right with him to change them and 
asked what I would suggest should be put in. 

I explained to him what I thought should be inserted 
and without any hesitation he stated he was very well 
satisfied and, further, that the credit department always 
cooperated with his department so wonderfully that he 
would never complain of any changes we might make. 
This shows the congenial relationship between sales and 
credit departments. 

The credit department, I feel, should control the terms 
on accounts but should not be arbitrary in following too 
closely to established rules where exceptions consistent 
with good practice will assist in putting over a big pro- 
motion successfully. Merchandise should be sold on its 
merits and quality and the ad should promote this and 
not try to sell terms. 

The poorest sale that is made is where the salesperson 
forgets or intentionally neglects to boast of the wonder- 
ful value and quality of the article being sold but says to 
the customer, “You can have this rug for $5.00 down and 
$5.00 a month,” using terms to endeavor to make the sale. 
It is a gross error to lessen down payments and extend 
long terms in order to get volume. This causes selling 
for volume on a credit basis rather than merchandising 
on a basis of unit profit. 

We have exactly the same problems to contend with 
in opening a budget or a deferred payment account as we 
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have in opening the regular monthly charge accounts. It 
is usually a matter of determining the financial ability of 
the customer to carry out his contract coupled with in- 
formation as to his character and past satisfactory pay- 
ment of previous credit obligations. 

Installment selling, however, demands a different credit 
technique from that of a charge account or 90-day credit. 
Time payments involve a large financial risk, as for in- 
stance, building up a year’s sales volume for which pay- 
ment of only about half will be received within the year’s 
time. An installment sale is not made until the final pay- 
ment has been made. 


The customer, when brought to the credit department, 
should be introduced to the credit man with the same 
warm, enthusiastic interest as would be used in intro- 
ducing friends, and the credit man should congenially 
acknowledge this introduction. Thus, by this friendly 
meeting, a loyal customer is obtained. In taking the ap- 
plication it is, of course, customary to take the names of 
personal references, but it frequently happens the names 
given are entirely unknown to the credit man and in 
order to place the proper value on replies made by per- 
sonal references, it would be necessary to make an in- 
vestigation of their affairs also. Therefore, we feel that 
personal references are of very little value and, many 
times, their replies of complimentary nature would cause 
you to pass on an account that you should turn down. 

The present residence address, the time the customer 
has lived there, and a previous address should be taken. 
The business connection, length of service and position 
held should be obtained. Inquiry should be made to 
ascertain if the applicant has a bank account or owns 
real estate. If he is a renter, the landlord’s name should 
be taken as a reference, and tried, which will inform you 
as to the customer’s method in paying his rent. 


It is not always necessary to send an inquiry to the 
customer’s place of employment if, at the time the applica- 
tion is taken, the applicant has sufficient and satisfactory 
identification to assure the credit man that he (or she) is 
employed where stated. An example of this is the police- 
man who comes in in full uniform, or the mail carrier. 
Railroad employees usually have annual passes and this 
identification is sufficient to prove business connections. 
A clearance through your credit bureau should be ob- 
tained on every application and if no adverse information 
is given by the bureau and you feel, after an analysis of 
the financial and service information given, that the ap- 
plicant is good for the account, you can verify further 
the business connections by calling the applicant on the 
phone and telling him that you are pleased to inform him 
that his request has been granted and that you have in- 
structed the sales department to effect prompt delivery. 

The clearance can be obtained quickly from your 
bureau and a phone call connects you with the customer 
quicker than a notifying letter, and your contacting him 
at his business address verifies the business connection. 
The customer is pleased with the promptness of this serv- 
ice and the sales department has no cause to complain of 
any negligence or lack of speed in passing the order. 

Deferred payment accounts and sales are posted on a 
National Cash Register posting machine and a booklet is 
sent to the customer with information printed thereon 
that prompt payment in accordance with the terms set 
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forth therein is expected. This eliminates the necessity 
of sending notices of payments due. 

A very close follow-up on the collection of monthly 
payments should be effected, especially the first payment. 
After the first or a subsequent payment becomes delin- 
quent for a period of five days, the customer should be 
called on the phone and in a courteous conversation re- 
minded that payments must be made on the due date and, 
if continued delinquencies occur, a firm but courteous un- 
derstanding should be effected to prevent the penalty of 
repossession or action taken in accordance with the terms 
of the contract. Courteous contact will effect better col- 
lections than “bulldozing” tactics. 

The prompt collection of a delinquent account, in a 
courteous manner, places your customer and the store in 
a position to promote further business and retains the good 
will of the delinquent. As deferred payment accounts 
mature, the application should be reviewed and if the 
account has been satisfactorily paid the customer should 
be solicited for a regular monthly charge account if the 
financial resources warrant it, or invited to make further 
purchases on installment basis which may be done without 
the necessity of further references or red tape. 

In conclusion, “Handling Deferred Payment Accounts 
Successfully” depends on: 

1. Taking an intelligent application and getting a cor- 
rect start. 

2. Promoting cooperation between selling and credit 
department by educating salespeople to be credit minded 
and credit men to be sales minded. 

(Continued on page 36.) 





It Is Specific 


“Partial Payments on Instalments” cause 
delinquency — additional bookkeeping 
and increased collection costs. 

They are often due to the Collection 
System employed. 

One of the outstanding features of Alli- 
son’s Instalment Collection System is — 
it is specific. 

The exact number of coupons is provided 
to correspond with the payments to be 
made—a definite “due date” is shown on 
each coupon—and each instalment is han- 
dled as a separate and distinct transaction. 

The coupon book is built to create the 
impression in the mind of the customer that 
payments can not be made in any other than 
complete form. Of course this system is 
flexible—but that fact is not obvious to the 
purchaser. 

Coupon books bring in prompt and com- 
plete collections—increase net profits—and 
build customers good will. 

Write for samples and prices. 


Allison Cou pon Company 


FACTORY AND EXECUTIVE OFFICES 
INDIANAPOLIS, INDIANA 
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URING the past several years credit men have 

iD been on the alert for ways and means of improv- 

ing their work. I think most of us can look back 

with a great deal of satisfaction upon seeing how far we 

have come in this game of keeping up with high-pressure 

sales programs on the one hand and ahead of the habitual 
“dead beat” on the other. 

The oil industry is one of the youngest of the coun- 
try’s leading industries, and the company which I repre- 
sent is perhaps the youngest among the so-called major 
oil refiners. There are few here who cannot remember 
seeing oil wagons going down the street loaded with one- 
and two-gallon cans of kerosene for kerosene lamps, de- 
livering house to house as our milkman does today. Per- 
haps retail credit in the oil industry started right there. 

There was a time not so long ago when some of the 
major oil companies would hold an account because the 
customer became so heavily indebted to his supplier that 
he did not dare to change. If he happened to own his 
home, a store, or a garage he would be allowed to build 
up so large an account that it would take him years to 
pay. Then there was no danger of losing this customer 
as the courts were not altogether debtor-minded in those 
days. 

Another thing which handcuffed the customer to his 
supplier was the furnishing of a gasoline tank and pump 
by the oil company. Almost anyone who owned his home 
and could get a permit to store gasoline (and who used 
around one hundred gallons or more per month), could 
get some company to install the equipment without cost; 
of course, the customer was not allowed to buy gasoline 
from any other company and put it in that tank. For- 
tunately this abuse gradually eliminated itself and when 
the Oil Code was signed it was entirely eliminated. 

The credit man was often “‘put on the spot” in cases 
of this kind because if he decided it was unwise to extend 
further credit he was confronted with the argument that 
not only would the account be lost but also the installa- 
tion costs on the equipment and, in addition, a forced sac- 
rifice of certain underground equipment because the cost 
of removal would be greater than the value of the tanks. 

But times change, and change rapidly at times! 

The Oil Code when adopted actually specified the 
maximum terms on which sales might be made and also 
how long, after an account became overdue, additional 
credit might be allowed. I believe that the oil industry 
was the first to write credit provisions into its code, al- 


*An address before the First District Conference, Spring- 
field, Mass., May 11, 12, 1936. 


Making Oil Consumers 


Credit Minded 


By C. M. MATHEWSON* 


Credit Manager, Cities Service Refining Co., Boston, Mass. 


though the maximum credit period was longer than was 
generally in effect in this area. 

Credit terms had been pretty well standardized before 
the enactment of the Code, but after it became effective 
credit men seized upon thrat point and began an intensive 
campaign of educating customers in the importance of 
prompt payment of obligations. It was soon discovered 
that mention of the Code was distasteful to the majority 
and its reference was dropped, but the principle continued. 


I do not want to give the impression that there are not 
a few who, for short periods at least, try to steal busi- 
ness on terms. I have in mind a parking area recently 
opened where a superservice station and accessory store 
had been erected. The owners circulated pamphlets 
which read something like this: “Your credit is good 
here. No request too small. No time too long.” 


Consumer credit in the oil business covers a wide 
variety of accounts and each type presents a problem. I 
shall go over some of them and try to explain what can 
be done to overcome, or at least reduce, the negative ef- 
fect of these various difficulties: 

The problem with home owners is chiefly one of edu- 
cating them in the habit of paying promptly. And let 
me say here that any reference that I may hereafter 
make to other lines of business must not be considered 
criticism, but is mentioned to show how policies in one 
affect those of another when dealing with Mr. John 
Q. Public. ' 

Contrary to the usual thought on charge accounts, fuel 
oil credit is a necessity as well as a convenience in a great 
many instances where all members of the household are 
away all or most of the time. It, therefore; seems neces- 
sary to lean toward the liberal viewpoint when con- 
sidering applications. 

The fuel oil buyer in most cases has been a purchaser 
of coal or coke, and is inclined to consider his relations 
with his previous suppliers as a yardstick. Some coal 
companies have found it to their advantage to deliver a 
winter’s supply of fuel in the summer and accept pay- 
ments throughout the following winter and summer, 
considering the arrangement satisfactory. It then be- 
comes necessary to explain to the new fuel oil buyer that 
it was possible to deliver a complete winter’s supply of 
coal at a time when the delivery equipment would other- 
wise be idle, whereas the average fuel oil storage tank 
of 275 gallons capacity necessitates weekly deliveries in 
extreme weather. 

During the winter of 1934-35 my company made more 
than 2,500 calls on customers who needed no oil or who 
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could not pay for any, in the case of cash customers. You 
can easily see how this extra delivery cost makes it neces- 
sary to insist upon prompt payment. Fortunately my 
company now operates on a system by which we can tell 
from a chart of average temperatures for a given period 
just how much oil a customer has in his tank. 

Selling apartment houses, public buildings, garages and 
industrials has its many problems, but these classes lean 
more to mercantile credit and so I shall turn to prob- 
lems of the automotive division. 

First is that of the service station charge accounts with 
individuals which many times are unprofitable because of 
the small amount of purchases. In fact, a couple of years 
ago several of the major companies attempted to close 
all accounts where the purchases did not average $15.00 
a month. This was found to be impracticable because of 
the possibility of offending someone who might eventually 
be a profitable fuel oil customer. However, service sta- 
tion charge accounts to individuals today are limited to 
accounts with good payment records. 

The national credit card is a great convenience to the 
traveler and brings in a lot of business which otherwise 
might be lost, but there is great difficulty in stopping 
credit when that becomes necessary. My company op- 
erates retail stations in thirty-six states and parts of 
Canada, and a credit card issued by me will be honored 
at all those stations. I have a customer who is now re- 
ceiving watchful attention as charge tickets are being 
forwarded from stations all the way between Boston and 
Fort Worth! 

Cards were formerly issued without expiration dates, 
and one oil company had the experience of having a cus- 
tomer charge gasoline and oil all the way across the con- 
tinent. He finally returned the card and thanked them 
for the trip. This problem is now being met by limiting 
the cards to certain periods and in some instances to cer- 
tain areas. 

I have now come to the one real great problem of all 
automotive lines; that is, taxes and the regulation of 
trucks and busses. The sales of tires and accessories, and 
the automobile itself, are controlled by the number of 
gallons of gasoline sold. In other words, the number of 
miles traveled. 

Figures presented at the recent Oil Men’s Convention 
showed that New England has apparently reached the 
saturation point of gasoline consumption. While the 
country as a whole showed an advance in excess of the 
average increase for a period of years, New England 
gained but did not equal the average increase. It is con- 
strued that the reason for this is high taxes on gasoline, 
plus insurance, registration fees and various special li- 
censes for trucks and busses. The automobile or truck 
owner pays every tax that anybody pays and all those 
just mentioned as well. 

Gasoline taxes are ail supposed to be paid by the con- 
sumer, and the credit man for the retailer becomes a tax 
collector without pay. The credit man for the refiner 
has the real problem of keeping his outstanding receivables 
as low as possible as the refiners have to pay all the taxes 
to the various governments whether they are eventually 
collected from the consumer or not. An effort is being 
made to get allowed as a preferred claim in bankruptcy 
cases that portion of a debt representing highway tolls. 
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One referee in the Boston district has agreed to hear 
arguments whenever a claim of sufficient size is pre- 
sented. 

At the present time about 25 per cent of the consumer 
price of gasoline represents taxes; 33 per cent of the 
dealer price; and 40 per cent of the wholesale price. 
These percentages apply to Massachusetts and Connecti- 
cut, but Maine, New Hampshire and Vermont are 
higher, while Rhode Island is a little lower. 

I have made it a policy to stress this point to new cus- 
tomers and to refer to it in attempting to appeal to the 
fair-minded ones through collection correspondence. The 
result has been favorable. In fact, I try to take advantage 
of every situation to bring the idea of prompt payment 
directly to the attention of the customer. At one time I 
successfully appealed to the customers’ patriotism by ex- 
plaining the consumer’s place in our economic system, and 
by telling them that they could help to bring back pros- 
perity by paying their bills promptly so that their retailer 
could pay the wholesaler and the wholesaler could pay 
the producer. 

I have found that most people, if they can be talked 
to, are inclined to be reasonable. Unfortunately in my 
line the credit man rarely ever has the opportunity of see- 
ing his customers face to face. The best he can expect 
is a telephone conversation. Most customers, if given a 
good product, prompt and courteous service, do not like 
to change suppliers, and when backed up in this manner 
the credit man’s position is greatly fortified. 

I have my accounts rated in three classes. Those which 
I expect will pay promptly; those which I expect will 
require some watching; and those which will require 
close watching. All accounts are due on the tenth of the 
month and the first collection notices go out on the 
twentieth. They are ready for restrictive action thirty 
days after due date unless arrangements for settlement 
have been made. Accounts of the second class are re- 
stricted at the end of the month following purchase, and 
the “watch closely” group is restricted without notice on 
the twentieth. 

This or a similar policy is in effect by all oil refining 
companies in New England, and has been made effective 
through the cooperative efforts of the members of the 
Petroleum Refiners Credit Group, of which I was Chair- 
man last year. Customers have come to learn that un- 
satisfactory credit dealings with one company eliminate 
the possibility of establishing new relations elsewhere. 





Try the “Blue Book” of 
Credit and Collection Letters 


“Invaluable in the extending of credit and 
keeping credit losses to a minimum,” says 
L. V. Eberhard, Grand Rapids, Mich. 


OVER 6,000 COPIES IN USE BY MEMBERS! 
To members, only $1.00--to non-members, 
$1.50--postpaid 


Order from National Office 








April Trends--A Fast-Reading Review 


..-A nation-wide cross section of facts and opinions on retail collections and credit sales 
for April, 1936, as compared with April, 1935, compiled by Research 
Division--National Retail Credit Association... 


1936, over April, 1935, were attributed to (1) an 

increase in employment, (2) a pick-up in budget 
sales, (3) good prices for agricultural products, and (4) 
Easter buying. 


| NCREASES in collections and credit sales for April, 








High-Lights for April 


73 Cities reporting. 
19,057 Retail stores represented. 


COLLECTIONS 


60 Cities reported increases. 
4.8% Was the average increase for all 
cities. 
26.5% Was the greatest increase (Detroit, 
Mich.). 
4 Cities reported no change. 
9 Cities reported decreases. 
20.0% Was the greatest decrease (Tor- 
rington, Wyo.). 


CREDIT SALES 


65 Cities reported increases. 
9.7% Was the average increase for all 
cities. 
35.0% Was the greatest increase (Lan- 
caster, Pa.). 
2 Cities reported no change. 
6 Cities reported decreases. 
5.0% Was the greatest decrease (Vic- 
toria, B. C.). 








Augusta, Me., reported a 5 per cent increase in collec- 
tions as well as credit sales as a result of an increase in 
employment. Sales on lease accounts were much greater 
than last year. . . . The textile industry is still closed 
down in Manchester, N. H. Flood damages temporarily 
affected collections; however, the emergency employment 


in cleaning up following the flood helped somewhat on 
local pay rolls. 

Lancaster, Pa., reported a 35 per cent increase in col- 
lections—the highest for any city reporting, due to in- 
creased employment. . . . The increase in credit sales in 
Philadelphia, Pa., was attributed to Easter business and 
an increase in budget accounts. . . . The increases in col- 
lections and credit sales in Uniontown, Pa., were due to 
lengthening of operating schedules to five and six days a 
week at the mines. Other mines—long idle—resumed 
operations. 

Fort Lauderdale, Fla., reported a 20 per cent increase 
in credit sales duc to an increase in buying by “bonus 
veterans.” Good prices for tomato crop were also con- 
tributing factors. . . . The increase in credit sales in 
Charleston, 8. C., was due to a pick-up in tourist trade. 
A noticeable increase was observed in sales of household 
electric appliances, autos and accessories. 

Credit sales and collections were off in Henderson, Ky., 
due to inclement weather conditions and floods. 

Decatur, Ill., reported an increase of 10 per cent in 
collections and a 20 per cent increase in credit sales due 
to increased industrial activity and a good agricultural 
outlook. . . . Joliet, Ill., reported that collections and 
credit sales have been gradually increasing since the first 
of the year... . Bay City, Mich., reported a slight in- 
crease in collections and credit sales due to better factory 
conditions and Easter buying. . . . Superior, Wis., re- 
ported collections increased 15 per cent and credit sales 
increased 20 per cent during April due to good prospects 
for a busy ore-shipping season. 

Slight increases in collections and considerable in- 
creases in credit sales were noted in the Jowa, Minnesota, 
Nebraska and South Dakota area. Sioux City, Ia., re- 
ported only a | per cent increase in collections as well as 
credit sales due to a lack of employment and bad weather 
conditions. . . . Duluth, Minn., reported an increase in 





30 

.. the Trends--Ata Glance 
Average Monthly Percentage Increase Over Same Month of Previous Year 

» Credit Sle 3S BE SS Collections 3350: 3s eee 











. e + 
1 i" . “ee 
aa # siege svctbtie 
es eo Se ae e . A“ eo’ al 
,.--- ~~ 2 on ~ - "ll 
ae a, ace — - ~ = 
O | ! l | ] l l | J l 1 
JAN. FEB. MAR. APR. MAY JUN. JUL. AUG. SEP. OcT NOV. DEC. 


10 The CREDIT WORLD 











collections as a result of payment of 1918 fire claim 
losses by the Government. WPA employment and 
SERA relief also helped collections. . . . Credit sales were 
retarded in Huron, S. D., due to lack of rain and strong 
winds which caused slight dust storms. 

Credit sales and collections in Las Cruces, N. M., im- 
proved slightly due to mew crop activities along with 
Government projects. . . . Collections are off 2.7 per cent 
in Tulsa, Okla. . . . Collections and credit sales continue 
to increase in Texas—Fort Worth reporting a 22.5 per 
cent increase in credit sales. 

The increase in collections in Canon City, Colo., dur- 
ing April was not as great as in March, 1936, owing to 
a decrease in WPA work and lack of farm income which 
will not be available for six more weeks. . . . Increased 
employment brought increases—in collections of 3 per 
cent and in credit sales of 21.5 per cent—in Denver, 
Colo... . Credit sales increased 15 per cent in Cheyenne, 
Wyo., and the principal increase was noted in the time- 
payment field, with the bonus payment as the basis. . . . 
An increase in credit sales in Torrington, Wyo., was the 
result of a pick-up in buying by farmers. 

The Community Credit Policy in Great Falls, Mont., 








resulted in an increase in collections during April. .. . 
Vancouver, Wash., reported an increase in collections due 
to an increase in building activity which resulted in more 
employment. . . . The additional activity in the building 
industry also stimulated credit sales in San Diego, Calif. 

Las Vegas, Nev., reported an increase in collections as 
well as credit sales due to better status of workmen for- 
merly employed at the Boulder Dam. The Reclama- 
tion Bureau reemployed over 500 men at larger salaries 
and with the prospect of several months’ work ahead. An 
excellent tourist business was also reported, due to the 
Union Pacific Railroad’s publicity program. . . . Better 
employment also helped credit conditions in Reno, Nev. 

In Canada, decreases in collections were reported in 
London, Ont., and Victoria, B. C., . .. London was 
affected by bad weather conditions and Victoria by a late 
spring and slow opening up of “up-island” logging busi- 
ness. Credit sales were also retarded for the same reasons. 

~~ er 

Members: Read the Consent Decree, the Information 

in Contempt, and the Stipulation of May 6, 1936, on 


pages 30-34. (Also, the explanation by Lawrence Me- 
Daniel, General Counsel, pages 34 and 35.) 











Comparative Reports--By Cities--April, 1936, vs. April, 1935 


















































Increase .. Increase Increase “42,  sncrea 
District and City =— or —_ or District and City Collec- or Credit or = 
an Decrease ares Decrease t10MS Decrease Sales Decrease 
1. Augusta, Me. Fair + 5.0 Fair + 5.0 7. Cedar Rapids, Ia. Fair + 2.6 Fair + 2.0 
Worcester, Mass. Fair re Fair mes Davenport, la. Good + 4.2 Good +11.0 
Manchester, N. H. Slow Nochg. Good +10.0 Muscatine, Ia. Good + 8.0 Good +16.0 
Pawtucket, R. I. Slow - § Fair - is Sioux City, Ia. Fair + 1.0 Fair + 1.0 
Providence, R. I. Fair = 12 Fair - 1.5 Duluth, Minn. Fair re Fair +20.0 
Average Fair + 9 Fair + 3.0 St. Paul, Minn. Fair 2.7 Good Foss 
Lincoln, Neb. Good + 1.4 Good $14.3 
2. New York, N. Y. Good t 9 Good ins Omaha, Neb. Good + 4.0 Fair 2.5 
Utica, N. Y. Fair + 5.0 Fair + 9.0 Huron, S. D. Fair +10.0 Fair +10.0 
Erie, Pa. Good + .5§ Good +16.6 Yankton, S. D. Fair 6a Fair ina 
Lancaster, Pa. Good Nochg. Good +35.0 Average Fair + 4.2 Fair + 9.7 
Philadelphia, Pa. Good + 2.0 Good +15.0 8. Las Cruces, N. M. Fair " Geod +... 
Pittsburgh, Pa. Good + 7.0 Good +10.0 Duncan, Okla. Good al Good +15.0 
Reading, Pa. Good + 5.0 Good + 5.0 Tulsa, Okla. Fair 2.7 Good 20.0 
Uniontown, Pa. Good + 5.0 Good + 9.0 Vinita, Okla. Slow bei Good see 
Average Good + 32 Good +14.4 Amarillo, Tex. Good + 9.3 Fair + - 
Borger, ° i + 3 + 
3. Charleston, W. Va. Fair + 2.5 Good + 7.0 Chilkinges, ‘Tes. — ‘ome — No che 
4. Birmingham, Ala. Fair - 4 Good + 8.4 -tatcng My - ver ; rr > sae bg 
Fort Lauderdale, Fla. Good +10.0 Good +20.0 yearn . ox Gead : .? Fee - ( 
Jacksonville, Fla. Fair +10.0 Fair +10.0 eo g , oo . 7006 1. 
Jackson, Miss. Good + 2 Fair + 1 9. Canon City, Colo. Good +17.5 Slow rt 
Charleston, S. C. Fair No chg. Good +10.0 Denver, Cole. Good + 3.0 Good +21.5 
Average Good + 5.0 Good 410.2 Salt Lake City, Utah Good + 2.8 Good + 6.3 
Cheyenne, Wyo. Fair t J Fair +15.0 
5. Fort Smith, Ark. Fair — 4.0 Fair +18.0 Torrington, Wyo. Fair 20.0 Good +30.0 
Fort Scott, Kan. Good + 6.0 Fair =i Average Fair Pe Good +18.2 
Henderson, Ky. Fair ae Good - 2.0 10. Great Falls, Mont. Good Pes Good ae 
St. Louis, Mo. Good + 1.0 Good +15.0 Centralia, Wash. Fair » 2 Fair Pe 
Nashville, Tenn. Fair +14 Fair = + 59 Walla Walla, Wash. Fair 115.2 Good +20.1 
Average Fair + 8 Fair + 7.1 Vancouver, Wash. Fair +10.0 Fair + 5.0 
6. Decatur, Il. Good 410.0 Good 420.0 —Aserege Fort 84 Fawr __* 83 
Joliet, Ill. Good + 5.0 Geni + 50 11. San Diego, Calif. Good + 8.0 Good +11.0 
Evansville, Ind. Fair Nochg. Good +122 ey inne ee a ee 
Bay City, Mich. Fair +10 Fair + 2.0 Panag: cary rg ; : 
Detroit, Mich. Good +265 Good + 4.6 San Jose, Calif. | Good + 3.0 Good 2.0 
Grand Rapids, Mich. Good + 5.0 Good 415.0 Santa Barbara, Calif. Fair + 4.0 Fair +t 2.0 
Mount Clemens, Mich. Good + 45 Good + 1.0 Stockton, Calif. Good + 7.0 Good 
Cincinnati, Ohio Good +13.3 Good + $.3 Las Vegas, Nev. Fair my Pair rT 
Dayton, Ohio Good +185 Good +16.6 Reno, Nev. on ee 
Toledo, Ohio Good +13.0 Good +10. Average i , 
Find du Lac, Wis. Good +10.0 Good +10.0 12. Victoria, B. C. Fair 5.0 Fair 5.0 
Superior, Wis. Good +15.0 Good +20.0 London, Ont. Slow -10.0 Fair No chg. 
Average Good + 9.8 Good +10.4 Average Slow ~ Te Fair - 2s 
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The General Convention Program 


Twenty-Third Annual Convention -- National Retail Credit Association 
Hotel Fontenelle, Omaha, Neb., June 16-19, 1936 


MONDAY AFTERNOON 
JUNE 15 
12:15—-LUNCHEON TO Boarp oF Directors, N. R. C. 


A. and N. C. C. R. C., Pompadour Room, 
Hotel Fontenelle. 


(Guests of Associated Retail Credit Bureau and 
Credit Men) 


2:00—MEETING OF BoARD OF DIRECTORS. 
8:00—AK-SAr-BEN DEN SHow. 


(Buses will leave the Fontenelle Hotel promptly 
at 7:30 P.M.) 


TUESDAY MORNING 


JUNE 16 
9 :00—AsSEMBLY. 


9:15—CaLL To Orper—Giles C. Driver, President, 

National Retail Credit Association, Cleveland, 

Ohio. 

InvocaTion—Dr. Howard D. Talbot, Pastor 
Dundee Presbyterian Church, Omaha, Neb. 

In MEmMorIAM. 

AppRESss OF WELCOME—Hon. Daniel B. Butler, 
Mayor of Omaha. 

ResponsE—Charles M. Reed, Retail Credit 


Men’s Association, Denver, Colo. 


9:45—REPoRTS OF OFFICERS. 
APPOINTMENT OF COMMITTEES. 
10:15—Appress—“Credit’s Place in Retailing.” 
W. O. Swanson, Vice-President, Nebraska 
Clothing Company, Omaha, Neb. 


10 :45—Appress—“How to Obey the Consent Decree.” 
Lawrence McDaniel, General Counsel, N. R. 
cj A. 
11:15—Appress—“We Pay Our Bills Promptly.” 
Hon. R. L. Cochran, Governor of Nebraska. 
11:45—Appress—“The Economics of Installment 
Credit.” 
John R. Walker, Executive Vice-President, Na- 
tional Association of Sales Finance Com- 
panies, Chicago, III. 
12:15—GREETINGS FROM NATIONAL ASSOCIATION OF 
Crepir Men—H. E. Storm, General Credit 


Manager, The Fairmont Creamery Company, 
Omaha, Neb. 


12:25—-REPORT OF COMMITTEE ON CONSTITUTION AND 
By-Laws. 


12:45—INTRODUCTION OF EXHIBITORS’ REPRESENTA- 
TIVES. 


12:55—CoNVENTION PHOTOGRAPH. 


1:00—ANNOUNCEMENTS AND ADJOURNMENT. 
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WEDNESDAY MORNING 
JUNE 17 
9 :00—AssEMBLY—Miusic. 
9:15—RECONVENE. 
9 :30—Appress—“Y our Assistant—The Credit Report- 
ing Bureau.” 
C. Guy Ferguson, The Credit Bureau, Inc., 
Pittsburgh, Pa. 
9 :50—Discussion. 


10:00—Appress—“Sane Credit Sales Promotions.” 
(Three twenty-minute addresses. ) 
(a) “New Customers.”—Miss M. A. Leleu, 
Brown-Dunkin Co., Tulsa, Okla. 
(b) “Inactive Accounts.”—F. W. Funk, Hud- 
son’s Bay Co., Winnipeg (Man.), Canada. 
(c) “Selling All Departments to the Customer.” 
—Wm. E. Glass, Cottrell Clothing Co., 
Denver, Colo. 
11 :00—Appress—“Retail Credit in Canada.” 
F. G. Clegg, The R. J. Devlin Co., Ltd., Ot- 
tawa (Ont.), Canada. 
11:30—Appress—“What the Banker Expects in Ac- 
counts Receivable.” 
Byron Dunn, National Bank of Commerce, Lin- 
coln, Neb. 
12:00—Appress—“Salvaging the Doubtful Account and 
the Customer.” 
Hon. Valentine J. Nesbit, Special Referee in 


Charge of the Debtors’ Court, Birmingham, 
Ala. 


12:30—REpPoRT OF FINANCE COMMITTEE. 
Report oF NoMINATING CoMMITTEE. 
1:00—ANNOUNCEMENTS, AND ADJOURNMENT. 


THURSDAY MORNING 
JUNE 18 


9 :00—AssEMBLY—Music. 

9:15—RECONVENE. 

9:20—REPORT OF CREDENTIALS COMMITTEE. 

9 :30—Appress—“Customer Educational Publicity.” 

(Three twenty-minute addresses. ) 

(a) “Newspaper."—T. G. Kraft, Cincinnati 
Retail Merchants’ Credit Bureau, Cincin- 
nati, Ohio. 

(b) ‘Radio.”—Leon Michaels, Harris Depart- 
ment Stores, Pittsburgh, Pa. 

(c) “General.”—B. F. Collins, Warner Hard- 
ware Co., Minneapolis, Minn. 

10 :30—Appress—“Legislative Activities and Recom- 
mendations.” 

W. J. Morgan, Brooks Brothers, New York 

City; Chairman, Legislative Committee, N. 
a. 4. A. 
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11:00—Appress—“How We Reduced Merchandise Re- 
turns.” 
W. G. Austin, Manager, The Merchants As- 
sociation, Kansas City, Mo. 
11:30—Appress—“Poetry, Rhyme and Rhythm, for 
Bigger Profits in Business.” 
H. D. Smith, Kansas Gas & Electric Co., Wich- 
ita, Kan. 
12:00—AWARDING OF TROPHIES. 
12:10—AcTION ON FINAL REPORT OF COMMITTEE ON 
CONSTITUTION AND By-Laws. 


12:30—NoMINATIONS FOR OFFICERS. Election. 
12:50—ReEporT OF RESOLUTIONS COMMITTEE. 


1:00—ANNOUNCEMENTS AND ADJOURNMENT. 


FRIDAY MORNING 


JUNE 19 
9 :00—AssEmBLY—Miusic. 
9:15—RECONVENE. 
9 :30—Appress—“Credit Women’s Breakfast Clubs— 
Objects and Purposes.” 
Miss Avadana Cochran, Kitsap County Credit 
Bureau, Bremerton, Wash. 
9 :50—DIscussIon. 


10 :00—Appress—“Retail Credit Study for 1935.” 
Dr. Edward L. Lloyd, Chief, Market Data Sec- 
tion, U. S. Department of Commerce, Wash- 
ington, D. C. 


10:20—DiscussIon. 


10:30—Appress—“Profitable Deferred Payment Busi- 
ness.” 
G. W. Fischer, Tuttle & Clark, Detroit, Mich. 
10 :50—DiscussIon. 
11 :00—Appress—“ Disadvantages of Selling Terms.” 


John H. Smith, Olds, Wortman & King, Inc., 
Portland, Ore. 


11:20—DiscussIon. 
11:30—Appress—“Credit Cooperation—Local and Na- 
tional.” 
J. Gordon Ross, Rochester Gas & Electric Cor- 
poration, Rochester, N. Y. 
12:00—AcTION ON REPORT OF RESOLUTIONS CoMMIT- 
TEE. 
RECOMMENDATIONS FROM Group MEETINGS. 
WHERE SHALL WE Mest In 1937? 
INTRODUCTION OF DisTRICT OFFICERS. 
12:30—UNFINISHED BUSINESS. 


12:45—INSTALLATION OF OFFICERS. 
1 :00—ApjourRNn. 








Before You Buy Your Railroad Ticket-- 


Be sure to ask your ticket agent which is the 
lower rate: Fare-and-one-third or the special 
summer rates now in effect. 
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GROUP CONFERENCES 


GENERAL CHAIRMAN —~ — — ~— GeorGE A. LAwo 
The John Gerber Co., Memphis, Tenn. 

VicE-CHAIRMAN ~ ~ ~ ~ ~ . -~ H. J. Burris 
John Taylor Dry Goods Co., Kansas City, Mo. 


DEPARTMENT STORE GROUP 


Chairman—Fred. A. Smith, The Fair, Chicago, Illinois. 
Vice-Chairman—Ira D. Bloom, Stix, Baer & Fuller Co., 
St. Louis, Mo. 


MEN’S WEAR, WOMEN’S WEAR, AND SHOES 
Chairman—H. R. Amos, Magee’s, Inc., Lincoln, Neb. 


Vice-Chairman—Rhue Roberts, Tinsley’s, Inc., Nash- 
ville, Tenn. 


AUTOMOBILE TIRES AND ACCESSORIES 


Chairman—J. R. Johnson, Schaer-Norvell Tire Co., 
Little Rock, Ark. 


HARDWARE AND BUILDING MATERIALS 


Chairman—E,. B. Thweatt, Keith, Simmons Co., Inc., 
Nashville, Tenn. 


FURNITURE, ELECTRICAL APPLIANCES 
AND MUSICAL INSTRUMENTS 
Chairman—G. A. Sandberg, Boutell Bros., Inc., Minne- 
apolis, Minn. 

Vice-Chairman—E, E. Paddon, Lammert Furniture Co., 
St. Louis, Mo. 

JEWELRY 

Chairman—J. G. Ost, The Cowell & Hubbard Co., 

Cleveland, Ohio. 
INDUSTRIAL BANKING 

Chairman—Ross M. Carrell, Thrift, Inc., Des Moines, 
Iowa. 

Vice-Chairman—Wm. F. Latting, Remedial Finance 
Corporation, Tulsa, Okla. 

Vice-Chairman—G. F. Foley, Denver National Bank, 
Denver, Colorado. 

SMALL LOANS 

Chairman—E. W. Devereux, United Financial Service, 

Omaha, Neb. 
PETROLEUM 

Chairman—E. Y. Worley, Sinclair Refining Co., Kan- 
sas City, Mo. 

Vice-Chairman—H. M. McDonald, Cities Service Oil 
Co., Kansas City, Mo. 


DAIRIES 
Chairman—Geo. L. Neuman, St. Louis Dairy Co., St. 
Louis, Mo. 
Vice-Chairman—R. R. Riley, Roberts Dairy Co., 
Omaha, Neb. 


PUBLIC UTILITIES 
Chairman—A. E. Maurin, New Orleans Public Service, 
Inc., New Orleans, La. 
Vice-Chairman—H. C. Stroupe, Memphis Power & 
Light Co., Memphis, Tenn. 


ICE AND FUEL 
Chairman—E. S. Taft, The Day Coal Co., Sioux City, 


Iowa. 
HOTEL 
Chairman—Frank FE. Manske, Eppley Hotels Co., 
Omaha, Neb. 
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NCCRC CONVENTION 
TUESDAY MORNING 


JUNE 16 
Joint Meeting with NRCA 
(General Assembly, Convention Hall) 


* * * * * 


TUESDAY AFTERNOON 
JUNE 16 


Joint Meeting, IBRD and SCD 
(Silver Terrace Room) 


1:30—CaLL To Orper. Introductions and Remarks— 
By President, NCCRC. 


In MEeEMorRIAM 


1:40—INTRODUCTION of Members of IBRD Commit- 
tee—By L. S. Gilbert, Atlanta, Chairman, 
Presiding. 
1:45—INTRODUCTION of Members of SCD Committee 
—By E. A. Stranquist, St. Louis, Chairman, 
Presiding. 
1:50—Appointinc of IBRD Convention Committees 
—By L. S. Gilbert, Chairman, IBRD. 
1. Rules and Regulations. 
2. Nominations. 
3. Resolutions. 
4. Special. 
1:55—ApPoINTING OF SCD CONVENTION COMMIT- 
TEES—By FE. A. Stranquist, Chairman, SCD. 
Rules and Regulations. 
Nominations. 
3. Education. 
4. Ethics. 
5. Legislative and Regulatory. 
6. Resolutions. 


i. 
2. 


2 :00—Appress—“How to Obey the Consent Decree.” 

By Hon. Lawrence McDaniel, General Counsel, 
NCCRC, St. Louis, Mo. 

An explanation of the terms and the provisions 
of the Consent Decree and detailed informa- 
tion regarding the citation for contempt of 
court. Every bureau and collection depart- 
ment manager is vitally interested in a com- 
plete understanding of this subject. 

3:00—QUESTION AND ANSWER PERIOD. 

This is your opportunity to ask any questions 
and receive correct and authoritative answers 
regarding the Consent Decree and Citation 
for Contempt. 

3 :30—Appress—“Reporting—Between Ourselves.” 

By L. S. Gilbert, Chairman, IBRD. 

It’s the basis—it’s the foundation. Who is bet- 
ter able to talk on it than the Chairman of 
the IBRD? And it’s education, too. 

3:45—REporRT OF FINANCE COMMITTEE. 

By W. V. Trammell, Chairman. 

4:00—Appress—“As the Chairman Views It.” 

By E. A. Stranquist, Chairman, SCD. 

Things need to be done. The Chairman will 
tell you what he believes them to be. 
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4:15—Appress—“Profit by the Experience of Others!” 
By Arthur C. Nerness, Superintendent, Western 
Union Telegraph Co., Omaha, Neb. 
Speed is the prime factor. Our IBRD Code is 
a big help. 
4:45—GENERAL Discussion. 
5 :30—AbDJOURN. 


WEDNESDAY MORNING 
JUNE 17 


Joint Meeting with NRCA 


WEDNESDAY AFTERNOON 
JUNE 17 


Inter-Bureau Reporting Department 
(Silver Terrace Room) 


1:30—CaLL To OrpeErR. 

By L. S. Gilbert, Chairman, IBRD Committee. 

1:35—Appress—“The Largest Report in America.” 

By Joseph D. Burwell, Special Representative, 
NCCRC, 

You are not a finished reporter until you have 
heard this educational lecture and seen this 
report demonstration. 

3:30—GENERAL DISCUSSION OF PRECEDING SUBJECT. 
4:00—Appress—“Our Worst Enemy—Ourselves.” 

By George T. Flynn, Bridgeport, Connecticut. 
A shot, straight from the shoulder. 

4:45—GENERAL DiscussION ON USE AND ABUSE OF 
OFFICIAL Prepaiw INQUIRY TICKETS. 
5:20—Report oF RULES AND REGULATIONS CoM- 

MITTEE. 

:25—ReEport OF NOMINATIONS COMMITTEE. 


wm um 


:30—ADJOURN. 


THURSDAY MORNING 
JUNE 18 


Inter-Bureau Reporting Department 


Because of repeated requests that bureau managers 
be permitted to meet and discuss their work with others 
from towns of similar population, the entire morning of 
today’s program is given over to Group Meetings. See 
Bulletin Board in Hotel Lobby for meeting place of your 


group. 


9:00—Group A-B—(Towns under 10,000 population) 

Discussion Leader—L. L. Cook, Elkins, West 
Virginia. 

Group C—(10,000 to 25,000). 

Discussion Leader—Ray W. Halstead, St. 
Cloud, Minn. 

Group D—(25,000 to 50,000). 

Discussion Leader—L. E. Viele, Council Bluffs, 
Iowa. 

Group E-F—(50,000 to 100,000). 

Discussion Leader—J. Morgan Bright, Chatta- 
nooga, Tenn. 

Group G-H—(100,000 to 200,000). 

Discussion Leader—J. C. Deremo, Grand 
Rapids, Mich. 
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Group I-J-K—(200,000 and over). 
Discussion Leader—Chas. M. Reed, Denver, 
Colo. 


2:00—ApyourN. 


THURSDAY AFTERNOON 
JUNE 18 
1:30—CaLt To Orpver. By L. S. Gilbert, Chairman, 
IBRD. 
1:35—Reports oF Discussion LEADERS OF Morn- 
ING Group MEETINGS. 
:30—Appress—“Fact-Finding Surveys.” By A. B. 
Buckeridge, New York, N. Y. 
3:00—Desate—Resolved: That Changing Credit 
Conditions Make It Desirable for Bureaus to 
Render Credit Decisions. 
Affirmative—Vivian EE. Carlough, Paterson, 
N. J. 
Affirmative—James D. Hays, Harrisburg, Penn- 
sylvania. 
Negative—A. J. Kruse, St. Louis, Mo. 
Negative—W. P. Potter, Glendale, California. 
4:00—Appress—“Are We Making Better Reports?” 
By Charles J. Martin, Manager, Eastern Dis- 
trict, NCCRC, 
4:20—Appress—“Gumption.” By Earl Wright, Man- 
ager, Central District, NCCRC. 
4:40-—Appress—“Field Work of Tomorrow.” By J. 
Vance Wallace, Manager, Western District, 
NCCRC, 
5:00—FinAL Report oF RULES AND REGULATIONS 
CoMMs‘TTEE. 


bo 


:10—FinAL Report oF NOMINATIONS COMMITTEE. 


:20—REPORT OF RESOLUTIONS COMMITTEE. 
:30—ApDJouRN. 


mm UM 


FRIDAY MORNING 
JUNE 19 
Inter-Bureau Reporting Department 
Joint Session with NRCA 
“Der 
PROGRAM 


Supervising Collection Department 


TUESDAY 
JUNE 16 
Supervising Collection Department 


Morning: Joint Session with N. R. C. A. General As- 
sembly, Convention Hall 


Afternoon: 


1:30—Joint Meeting with IBRD (Silver Terrace 


Room). 


WEDNESDAY MORNING 
JUNE 17 


Supervising Collection Department 
Joint Meeting with NRCA 


JUNE, 1936 


WEDNESDAY AFTERNOON 
JUNE 17 
Supervising Collection Department 
(Pompadour Room) 


1:30—CaLt To Orper. By E. A. Stranquist, Chair- 
man, SCD. 
1:35—Depate. Resolved: That the Activities of Bar 
Associations on Unlawful Practice of Law Are 
Beneficial to Both the Attorney and Lay Col- 
lector. 
Affirmative—Philip H. Sachs, Baltimore, Md. 
Affirmative—Joe Whitten, Oklahoma City, 
Okla. 
Negative—F. E. Miracle, Casper, Wyoming. 
Negative—W. J. Barloon, Davenport, Iowa. 
3:00—Discussion. Questions and Recommendations. 
3 :30—Appress—“Unlawful Practice of Law from the 
National Standpoint.” By Hon. Lawrence 
McDaniel, General Counsel, NCCRC, St. 
Louis, Mo. 
4:00—Appress—“The Government—Our Best Po- 
tential Client.” By Charles J. Martin, Man- 
ager, Eastern District, NCCRC. 
4:30—Appress—“T'o Forward or Not to Forward: 
That’s the Question!” By J. E. Mullendore, 
Tulsa, Okla. 
5 :00—Discussion. 
5:15—PRELIMINARY REPORT RULES AND REGULA- 
TIONS COMMITTEE. 
PRELIMINARY ReEporRT NOMINATIONS Com- 
MITTEE. 
5 :30—ApDJouURN. 


THURSDAY MORNING 
JUNE 18 
Supervising Collection Department 
9:30—CaLL To Orper. By E. A. Stranquist, Chair- 
man, SCD. 
9 :35—-GENERAL DISCUSSION AND OPEN Forum. 


(No papers! No set speeches.) 
11:30—ApjourRN. 


THURSDAY AFTERNOON 
JUNE 18 
Supervising Collection Department 
(Pompadour Room) 
1:30—Ca.Lt To Orper. By E. A. Stranquist, Chair- 
man, SCD. 
1:35—Appress—“Uniform State Bonding & Licens- 
ing Laws.” By E. Louis Feldman, Pittsburgh, 
Pa. 
2:00—Discussion. 
2:30—Appress—“A Century of Collection Experi- 
ence.” 
Byron DeForest—Great Falls, Montana. 
C. D. Campbell—Denver, Colorado. 
Fred’k. E. Fluegel—Cedar Rapids, Iowa. 
Frank M. Butler—St. Paul, Minnesota. 
3:30—Appress—“The Personal Call Collection.” By 
Bernard B. Cantor, Portland, Ore. 
(Continued on page 36.) 
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News of the District Conferences 


Fourth, Eighth, and Tenth—were held during 

May, winding up the program of conferences for 
the National Association’s fiscal year. Reports of these 
conferences follow: 


F reer district conferences—the First, Third and 


First District—at Springfield, Mass. 


The annual conference of the First District was held 
in Springfield, Mass., May 11 and 12. Registrations 
totaled 283, “the largest at any New England meet- 
ing.” 

One of the outstanding features was an educational 
exhibit of forms and letters. The first prize, a silver 
trophy, was won by James Wilson, Credit Manager, 
Denholm & McKay Co., Worcester, Mass., dean of 
New England credit executives. 

Former President Pease represented N. R. C. A. and 
C, J. Martin, N. C. C. R. C. 

The following officers and directors were all unani- 
mously reelected: President and National Director, Fred 
R. Cooksey, Hill-Welch Co., Lynn, Mass.; Vice-Presi- 
dent, R. P. McNall, George S. Blodgett Co., Burling- 
ton, Vt.; Secretary-Treasurer, Marshall W. Hunt, Lynn 
Credit Bureau, Lynn, Mass. 

Directors: C. E. Donilon, Providence, R. I.; J. Fred 
French, Manchester, N. H.; L. R. Gelinas, New Haven, 
Conn.; H. P. Lawrence, Lewiston, Me.; and L. T. Mc- 
Mahon, Boston, Mass. 


Third and Fourth Districts—Joint Meeting at 
Chattanooga, Tenn. 

The Third and Fourth Districts held their joint an- 
nual conference at Chattanooga, Tenn., May 11, 12 and 
13. The conference, according to reports, was an out- 
standing success. “The Fourth District acted as hosts 
to the Third District and next year the Third District 
will be hosts to the Fourth District at Atlanta, Ga. 
President Driver represented the N. R. C. A. and Frank 
Caldwell, N. C. C. R. C. 

Results of the elections are: 


Third District: President and National Director, J. 
M. Clyatt, J. P. Allen & Co., Atlanta, Ga.; Vice-Presi- 
dent, H. W. Patrick, J. B. Ivey & Co., Charlotte, N. C.; 
Secretary-Treasurer, L. S. Gilbert, Credit Service Ex- 
change, Atlanta, Ga. 

Directors: R. A. Smith, Sanford, Fla.; L. T. Lind- 
say, Greenville, $. C.; Lenville Parker, Atlanta, Ga. ; 
J. R. Felts, Charlotte, N. C.; W. F. Esser, Jacksonville, 
Fla.; and L. R. Christie, Columbus, Ga. 

Fourth District: National Director, Louis Selig, 
Rosenfield Dry Goods Co., Baton Rouge, La.; President, 
Sidney Marks, The Vogue, Chattanooga, Tenn.; Vice- 
President, W. C. Durham, R. E. Kennington Co., Jack- 
son, Miss.; Secretary-Treasurer, F. N. Warwick, 
Miller’s Dept. Store, Knoxville, Tenn. Directors: J. 
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L. Sanford, Montgomery, Ala.; L. M. Karpeles, Birm- 
ingham, Ala.; A. B. Smith, Jackson, Miss.; Miss M. O. 
Brooks, Baton Rouge, La.; and A. E. Maurin, New 
Orleans, La. 


Eighth District—at Fort Worth, Texas 


At the annual conference of the Eighth District held 
at Fort Worth, Texas, May 17-20, 559 delegates were 
registered, this being the largest attendance in many 
years. This was a joint meeting with the Texas Retail 
Credit Bureaus, Inc., and the Retail Merchants Associa- 
tion of Texas, and the four-day program was complete 
in every detail. Secretary and Research Director Hert 
represented the N. R. C. A. and Frank Caldwell, N. C. 
a & 

The following officers and directors were elected: Na- 
tional Director, Marley Styner, John L. Wortham & 
Sons, Houston; President, John R. Clark, Monnig Dry 
Goods Co., Fort Worth; First Vice-President, Robert 
A. Ross, Neiman-Marcus Co., Dallas; Second Vice-Presi- 
dent, W. S. Holman, Stowers Furniture Co., San An- 
tonio; Secretary-Treasurer, J. E. R. Chilton, Jr., Mer- 
chants Retail Credit Association, Dallas. 

Directors: Francis Amsler, Austin; E. L. Buelow, 
Hillsboro; C. A. Caldwell, Dallas; J. W. Faulkner, Port 
Arthur; Ralph Froebel, San Antonio; W. F. Salt, Fort 
Worth; Mike Weinstein, Houston; Marley Styner, 
Houston; and J. A. Hazlewood, Amarillo. 


Tenth District—at Victoria, B. C. 


The annual conference of the Tenth District, held at 
Victoria, B. C., May 17, 18, and 19, was more than a 
district conference—it had all the aspects of an Inter- 
national Convention! So much was “internationalism” 
in evidence that it resulted in the creation of a new slogan 
for the National Association: ‘National in Name—In- 
ternational in Scope.” 


At the opening session, 334 delegates were present— 
from all parts of the Northwest U. S., as well as West- 
ern Canada. ‘There was one delegate from Alaska: 
Charles Waynor, Manager of the Alaska Credit Bureau 
at Juneau. 


General-Manager Treasurer Crowder and First Vice- 
President Barnes represented the National Association. 
The program was “top-notch” all the way through. The 
following officers and directors were elected: National 
Director, Grant C. Braman, Bedell Co., Portland, Ore.; 
President, R. L. Croteau, Diamond Ice & Fuel Co., 
Spokane, Wash.; Vice-President, Merle Brown, W. W. 
Shipley Co., Portland, Ore.; Secretary-Treasurer, Eric 
Marsden, Sterling Food Markets, Ltd., Vancouver, B. C. 

Directors: Cliff Elder, Tacoma, Wash.; O. M. Pren- 
tice, Victoria, B. C.; G. R. Baird, Vancouver, B. C.; 
G. H. Donaldson, Wenatchee, Wash.; and Campbell 
Smith, Calgary, Alta. 

J. Vance Wallace represented N. C. C. R. C. 
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Thanks for Your Fine Work-- 
And May it Continue! 


HILE this message is being written at Boise, 
Idaho, a week prior to the close of our fiscal 
year, it is not too early to congratulate the Pitts- 
burgh Association on its outstanding performance in 
increasing National memberships this year. My predic- 
tions that Pittsburgh would enroll at least 500 new mem- 
bers were correct and our thanks are extended the Of- 
ficers, Directors, members, and staff of that Association. 

My personal thanks are extended to C. Guy Ferguson, 
the capable Secretary of the Association, and to the group 
of credit executives who attended the dinner at the home 
of National Director Goldman, on the occasion of my 
visit to Pittsburgh in January, 1935, at which time the 
matter of national memberships was discussed. 

Thanks are also extended to those in other cities who 
contributed in any way to increasing membership in the 
National Association. Indications are that the work will 
be continued into the new year (June 1, 1936, to May 31, 
1937) and I should like to suggest that nothing be per- 
mitted to interfere with the momentum gained this year, 
and which is now in evidence. 

Four associations in the Pacific Northwest expect to 
report large memberships following the Omaha Conven- 
tion: Eugene, Oregon; Tacoma, Washington; Vancou- 
ver, B. C.; and Calgary, Alberta. 

Salt Lake City, Utah, and Cincinnati, Ohio, also con- 
template large increases in National members and, all 
in all, the prospects for next year are exceedingly bright. 

Again, thank you and may the good work continue! 


ae 


P.S. T’ll be looking for you at Omaha, June 16-19. 


Membership Blank 


National Retail Credit Association 

1218 Olive St., St. Louis, Mo. 

I hereby apply for one year’s membership in your 
Association, subject to acceptance by you and by 
your recognized unit in this locality. I enclose $5.00 
which I understand entitles me to all the privileges 
of membership, including a year’s subscription to 
“The Credit World.” 
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Membership Standing 


New Members Enrolled—June 1, 1935 to May 30, 1936 


Region State City Region State City 


District No. 1 75 MISSOURI 162 


CONNECTICUT 8 Kansas City 60 
Miscellaneous 8 St. Louis 100 
MASSACHUSETTS 41 Miscellaneous 2 
Springfield 23 OKLAHOMA 20 
Miscellaneous 18 Tulsa 19 
RHODE ISLAND 25 Miscellaneous 1 
Providence 25 Disrricr No. 8 113 
VERMONT 1 TEXAS 113 
Miscellaneous ? 1 Beaumont 11 
District No. 2 178 Dallas 23 
NEW JERSEY 7 2 Houston 38 
Miscellaneous 2 Y San Antonio 22 
we Ye Ci 171 Miscellaneous 19 
gf hae uty 148 District No. 9 86 
Miscellaneous 23 euanian 75 
District No. 3 54 : iy ie 
2 ae Denver 6/ 
FLORIDA 25 : 
" -" Miscellaneous x 
Miscellaneous 25 cael ciate 
NEW MEXICO 4 
GEORGIA 18 : 
° Miscellaneous 4 
Miscellaneous 18 wean 3 
NORTH CAROLINA 10 . 
- Miscellaneous 3 
Miscellaneous 10 
‘ 7 WYOMING 4 
SOUTH CAROLINA 1 . 
. Miscellaneous 4 
Miscellaneous 1 : 
District No. 4 103 District No. 10 166 
ALABAMA 41 MONTANA 3 
Birmingham 16 Miscellaneous 3 
Montgomery 22 OREGON 46 
Miscellaneous 3 Salem 36 
KENTUCKY 3 Miscellaneous 10 
Miscellaneous 3 WASHINGTON 79 
LOUISIANA 10 Seattle 12 
Miscellaneous 10 Spokane 51 
MISSISSIPPI 2 Miscellaneous 16 
Miscellaneous 2 ALBERTA, CANADA 34 
TEN NESSEE 47 Calgary 31 
Cookeville 10 Miscellaneous 3 
Memphis 19 BRITISH COLUMBIA 4 
Miscellaneous 18 Miscellaneous 4 
District No. 5 205 District No. 11 243 
ONTARIO, CANADA 59 ARIZONA 6 
Ottawa 58 Miscellaneous 6 
Miscellaneous 1 CALIFORNIA 233 
MICHIGAN 26 Los Angeles 48 
Muskegon 19 Oakland 92 
Miscellaneous 7 San Francisco 71 
OHIO 120 Miscellaneous 22 
Akron 36 HAWAII + 
Cleveland 31 Miscellaneous 4 
Steubenville 36 District No. 12 692 
Miscellaneous 17 DELAWARE 5 
District No. 6 124 Miscellaneous 5 
MANITOBA, CANADA 1 DISTRICT OF COLUMBIA 42 
Miscellaneous 1 Washington 42 
IOWA 52 MARYLAND 43 
Des Moines 24 Baltimore 43 
Mason City 22 PENNSYLVANIA 581 
Miscellaneous 6 Pittsburgh 553 
MIN NESOTA 49 Miscellaneous 28 
Minneapolis 36 VIRGINIA 15 
Miscellaneous 13 Miscellaneous 15 
NEBRASKA 20 WEST VIRGINIA 6 
Miscellaneous 20 Miscellaneous 6 
SOUTH DAKOTA 1 District No. 13 87 
Miscellaneous 1 ILLINOIS 26 
WISCONSIN 1 Chicago 19 
Superior 1 Miscellaneous 7 
District No. 7 204 INDIANA 17 
ARKANSAS 4 Indianapolis 11 
Miscellaneous 4 Miscellaneous 
KANSAS 32 WISCONSIN 44 
Wichita 25 Milwaukee 38 
Miscellaneous 7 Miscellaneous 6 
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Comparative Collection Percentagy-A 





DEPARTMENT STORES | DEPARTMENT STORES WOMEN’S SPECIALTY FURNITURE STO 














DISTRICT (Open Accounts) (Installment Accounts) STORES (Installment A ts) YS 
CITY 1936 1935 1936 1935 1936 1935 1936 1935 

AV. HL. LO.] AV. HL LO. AV. HL LO. | AV. HI. LO. AV. HL. LO. | AV. HL. LO. | AV. HL LO. | AV. HL | LO. LO. | A\ 

Boston, Mass. 52.3/64.0/46.4 [50.0 |58.2/45.5 [14.5 |22.2)12.7 117.2 |18.6 14.7 }52.7 | 63.0 |42.9|52.5165.0/4201 —| —| —] — 15.4) — 59.0 152 

Providence, R. I. 46.0 |54.1 |38.0 145.3 545/399) — [11.0) —]{ —j120) —7— —| —/| —]}] —] —]|] —7P -—| —| —T-—] -—] - —|- 

| Lynn, Mass. 52.6 |54.0 |37.1 147.2 |50.0 |44.5 ~ — $10.3 |15.7 | 85 310.3 115.4) 69 —j| - 


Springfield, Mass. 53.9 62.9 |48.4 }51.5 |602 |43.5 [21.7 |35.0 12.0 }17.6|24.2/13.5 [56.1 |63.0 |52.4 152.6/55.0 |48.1 7 — | — | — 
Worcester, Mass. [44.0 |50.9 |427 |438 (50.5 |41.5 [21.7 |22 6 |20.8 |21.3 |21.7 |20.9 | 42.1 |43.0 |21.8 |38.1 |41.0\204) — | —| —] —]| —| - 








New York City 417.7 |61.7 |39.0 [43.7 |63.5 |35.6 }18.0 |20.8 |12.1 17.7 |20.5/12.0 143.4 |55.9 |32.5/42.0/54.4 31.17 — | —| — lia9li7.2]e6] mo —| - 
Pittsburgh, Pa. 48.6/54.9|42.6/45.3 |49.3 |40.5 J21.5|29.3|15.8 ]17.8 |21.5/14.4 148.9 |55.9 |42.6145.6 [53.1/400) —| —| —]| —| —]| - 56.3 | 61 
2 Reading, Pa. 50.2 |50.3 |50.0 |53.1 |56.6 |36.9] — j21.2| — | — j204) —] —| —|] —] -—| —] —] — lio4) —] — Into} - —|- 
Syracuse, N. Y. 41.9 /45.2/35.0 137.2 |44.6|/31.2 [17.3 |20.0/16.5 119.9 |21.4 [18.3 142.5|43.0/42.1|44.4/444|444] —| —| —] —| —| - =e he 
Utica, N. Y. Se a | | | ] | a Bee re 0 a ebees 1115) .1 £85 0051 2 15.5°} 2¢ 
Washington, D.C. 40.6 |51.0 /34.3/39.9 /51.3/33.3]13.1 /14.3)11.8}13.5)15.2/146] — | —| — ]427/447|4077 —| —| —T—] —T— 
3 Huntington, W. Va. [55.7 |60.1 |51.3 [50.3 |58.0 |42.5 113.6 /29.3/7.8 }il1ji13 log} —|/ —| —}| —| —| —J—] —]| —J-—] -]- — 5 * 


Baltimore, Md. 42.8 |48.8 34.2)41.6 |49.8 /32.1 $14.7 |24.9/ 6.5 115.2|263| 7.5 139.5 |44.6/36.7 140.4/435 |37.5} —| —| —| —]| —| - wet 
4 Birmingham, Ala. [43.5 |45.7 |39.6 /43.9 |46.9 |38.1 [22.7 |26.9 |18.4 |18.2/24.0/13.3 140.7 |42.0 |39.4 [49.9 [52.8 147.0 [11.7 ll2.9 [11.0] 9.2 110.0 | 85 =F = 
11.8 














Atlanta, Ga. 394 |39.4 |39.3 |37.8 |39.0 |36.5 | 14.8)16.0 13.7 [165 |17.3 15.7 136.6|36.7 (36.5 136.6 137.5 [35.7 912.1 [12.4 V1.1 11.6 1105 —|- 
Kansas City, Mo. — |81.6) — [61.9 /78.0)485] — | —| — | — {28.0} — [53.1/65.0|47.0 ]50.9 [53.7 45.27 — | —| —T—| —T_TE| — 

5 St. Louis, Mo. 54.8 |64.4/48.1 [54.1 /62.4/48.1 [22.3288 /18.3 [21.7 |26.3 19.0 }44.3/51.0 |35.7 |43.6 | 50.0 |37.4 113.6 /18.2/ 9.1 |27.6/18.5| 9.1 |mmorl6.0°} - 
Little Rock, Ark. 436.1 |37.2 |35.8 |37.8 |43.3|34.6 [16.4 (20.712. }11.7)12.1/114] — |428) — | — 1464] — Jii.tji2.] 9241.1 1124) 98) S| — |4: 
Cleveland, O. 46.9 52.0 |43.0 }46.7 |52.2 |42.8 120.9 |38.5 |14.2 [18.1 |30.5 |14.6 141.6 |49.0 135.9 140.7/44 8132.71 9.6 |11.2| 94190 19.3 | 91 7134.22 
Cincinnati, O. 31.0 |56.1 |44.3)47.7 |53.6 40.2 915.8 |19.6 |14.1 [14.7 /15.9 |12.7 149.5 |59.8 |41.3 | 493/660 38.5} — | —| —] —| —| — laalais la 
Columbus, O. 485 |53.5 143.5 [50.8 |51.9 |49.7 113.2 | 13.4 |13.0 [14.3 | 14.6 14.0 147.9 |52.4 [41.4 147.0 |55.5 |44.3113.2|36.0|10.0 114.6 |40.0/14.0] #- | — 
Toledo, O. 44.4 |54.0 1444 144.0 |55.8 |39.7 118.8 |18.8 17.1 [14.7 | 18.8 |17.4 143.0 |46.0 | 40.0/44.2/48.4 |400 113.1 |17.5| 8.8 113.8 18.9 | 87 9/31.7141 

6 Youngstown, O. 44.6 45.3 |43.8 145.3 45.4 |45.2 116.0 |17.8 [14.1 119.2 |22.7|15.6 |46.8 |50.6 |42.9142.0/43.5 [40.4 ]17.0 119.3 115.9 114.5 16.4 113.3) 5) — 
Detroit, Mich. 57.9 |67.9 | 41.5 }55.0/67.2 |43.0 [25.6 35.7 |21.0]258 |38.6 |17.4 [52.5 |58.7 [47.3 |50.4|584 |41.1} — | — | — |14.41|19.6 | 8.0 }mMO 151.0 [5 
Grand Rapids, Mich. 145.3 45.7 |45.0 |39.0 |41.2/37.0} —| —| —}| —]| — | — ][52.0|68.6/42.0/51.3 |63.5 |43.0 115.3 |21.5/10.3 116.4 |24.9\83|/@-| — | - 
Milwaukee, Wis. 51.6 |57.9 | 40.9 [47.5 |52.3 |37.4 J21.7 |22.1 |18.9 17.9 119.6 117.4} — [521] —| —[5i.1| — | —lin2| — | oe lita] es 220/27 
Springfield, Il. 29.1 |44 8} 5.4 130.6/39.5 15.9} — | — | —] —| —} — 430.3435 |29.0 ]31.2 |33.4 |29.0 [18.5 |25.2| 14.0 120.2 |29.4 |15.0 [3ime7 (30.0 j21 
Duluth, Minn. 44.5 )48.1|38.7 143.5 /51.9|36.8 [21.5 |22.5/20.5 |23.3/24.0|22.6 154.2 |62.4/42.0152.4|59.8 1450) — | —| —]— | — |] - _ 


St. Paul, Minn. 55.2 |61.7 |49.8 |54.6|58.0/51.1 ~ 143.4 |53.0/30.0142.1/48.6/3107 — | —| —]| —| —j —- 
Minneapolis, Minn. 167.8 |72.9/62.3/65.5/68.8/61.5 }19.6 |23.7 |13.7 119.5 |25.6 |13.9 ) 61.4 |62.5 | 60.4 157.8 |58.2|57.4 115.0 |17.1 |13.0 117.3 117.5 |17.1] 4) — 
: Davenport, Ia. 54.8 |58.3 |51.4 [54.7 |58.9|50.7 117.5 )18.4/17.5 118.0)18.9 17.1 | — |487| —| — |469) —] — | —| — 114.3|15.6)130]) # | — 
Cedar Rapids, Ia. [58.0 /64.7 |49.4/59.5 |60.6 51.4 [21.4 |23.1/19.8/226/243/21.0] — | —| —] —|} —| —}-—| —| —] —] —| -]#} - 
Sioux City, Ia. 46.2 |47.3 |39.0 |39.4|52.0|39.0 $15.0 |21.7 |15.0 |18.0 |29.3/15.0 420) — | — 41.0] —§ —| —|—Ii-!| —| -ie 














Omaha, Neb. — 1499) — ]49.2/542/44.1} — |15.9) — 12.4) — ]43.6 /469 |40.0 141.0 /43.5|390] —| —| —| —| —| —|]#} — 
North Platte, Neb? a) 8 ae —i_—)i— —|}—-|— —}—|]—fJ-—-}|—-|—-}—-|] —]|] — ar we? oe ee Ul 

8 Tulsa, Okla. 63.0 |67.3 |61.1 160.4 | 64.3 |60.0 J16.0 |17.6 [14.5 116.0 |19.5 |13.2 [47.6 |51.7 143.5 147.5|53.6/414) —| —| —| —| —| -[# |] — 
San Antonio, Tex. 40.5 |40.5 |40.5/41.5 |46.1 |38.4 [12.9 /13.7 |12.2 [13.7 [14.7 |12.8 ]45.4|49.0 |40.5 145.0 |48.8/40.1 111.0 |14.4/9.8 | 9.4 |10.7/8.9]| 3) — |. 
Denver, Colo. 46.1 |48.7 141.8 |43.2/47.3/40.9 116.0 /23.8/14.1 }17.0 (22.5/11.6 [42.1 |42.4 [41.8 143.2/43.7/42.77 — [105| — 197 I1.1 (83) a4) —ll. 

9 Salt Lake City, Utah [57.0 |68.4|52.0 |54.2|63.1 |48.6122.3/27.4|18.5}18.1 |200/14.9} — | — -}—]—| —-} —-|] -—| —] -—| -| -I#-] - 
Casper, Wyo. — | — | — | — |/064; — | — | —| —]j — | — | — ff — j41.0| — |] — [320) —] —| —| —] —| —| —l#-] — 
Portland, Ore. 41.1 |88.9|34.9 [35.7 |56.0 |35.7 J17.5 |17.5 |12.8 [16.6 |17.6 10.0 1.41.1 |43.0/37.31442/45.0 3677 —| —| —]| —]| — | — OB 53°11 


10 Spokane, Wash. 60.1 }68.9/51.3 [59.3 |66.9 51.6 914.3 |15.2 |13.4 }14.3/15.4 |13.2 146.4 | 49.5 |33.4]40.0/50.0 |30.0) — | —| —]}] —| —| — g6.7°1) 


Tacoma, Wash? —< 


San Francisco and ae on 
0 idand, Calif. 45.2 |53.4 |34.8 144.2 /52.7 |32.6 118.9 |33.1 |15.9 }18.5 |33.3/15.9 [38.9 }49.3 [33.9 136.5/49.5 |30.7 113.2 |23.9/10.5 113.4 |19.4|13.3 































































































Los Angeles, Calif. }59.6 |65.6 |53.7 |59.4 |64.5 |52.5 [20.1|223)15.4 ]21.0|26.1 |16.9 [56.9 |60.2 |51.0 /59.1 |60.1/470} — | —| —] —| —| — e| — 

Santa Barbara, Calif. [47.1 |51.7 |43.1 |42.5/49.6 |35.0} — | — | — | —| — | — $58.6 /70.1 |46.8|63.8|73.0/5787 — | —| —] —|] —/| —|4@-/ — 

Ottawa, Ont. 36.9 |50.0 |24.4 135.5 |42.0|27.8 J17.7 |14.0 11.4 11.3 [12.0 10.6 129.9 |37.8 |24.3 129.6 138.5 |22. 9111.9 116.4/ 9.3 [11.4 115.3 110.4) #- | — 
12 Vancouver, B. C. [64.6/71.8 |57.5}69.4/71.7 |66.7 130.3 |38.3 |22.4/24.1|25.1 |23.2] — |81.0| — [54.0/63.0/45.0] — 1168) — | — |106) — iv; — 

Victoria, B. C. 60.0 |61.5 |58.6 157.9 |60.8|55.0 120.9 |24.1|17.7 }21.5|23.1 |20.0] — |54.3} —]|] — |461)} —} —| —| —] —| —| -]}# | - 

© 1936 figures not received at press time 2Laundry *Plumbing 6Paper and Paint 8Clea Dyeing, 

°Installment 1Furriers 8Heating 5Lumber 7Fuel 11Build Supplies 


_ $e 
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age-April, 1936, Versus April, 1935 



























































































































































: MEN’S CLOTHING 
s Y STORES A SHOE STORES a GAS AND ON MISCELLANEOUS 
1935 1936 1935 1936 1935, 1936 1935 1936 1935 
10] Lo. | av.| HL | Lo. J av. | wL | Lo. | av.| wt | Lo. } av.| mr | Lo. | av.| at | Lo. J av. | at | Lo. | av. | ar | xo.] av. Ht. | Lo. | av.| HL | LO. 
= 59.0 /52.8/55.9|498] —| —| —}| —/| —| —] — (629); —] — 690) —] —| —]|] —] —]| — | — 763.5 |749)5208560 |6907|S09/* 
~ —}|—|] —]| —Jf — (55.0; — }53.1/653/41.0] —| —| —] —]| — | — 940.6|50.3/309] — |50.0| — 167.0 |85.9%/31.0%53:5 | 81.04)240% 
89 —}] — 11.6) —] —/8l.0}; —] —j71.0} —] —}| —} —] —] —| — 476.0 /92.8)59.2)56.1 |73.1 |39.2154.0 |6677/4245490 sated 
~ —~} —| —| —] — |4.0} —] —]|] — | — 970.1}71.8 68.5 [59.6/61.5)578) — |890) — | — |71.0) — ]55.7465.04 46545782 66.07.4957 
~{|# | —| —| — | — ]66.0 |92.0 |40.0 |55.5 |73.0|38.0] — |470} — | — |45.0| — }55.3 |56.6 |54.0 |48.0 |58.0 |38.0 159.4 | 76.02) 3702/55.8 | 68.6%/39.02 
86) mo —| — |48.0) — 151.2 166.1 |49.0/505 |56.7 |43.0 148.0 |58.9 |36.6 |54.6/59.9 |49.3 169.3 |79.6 |59.6 | 60.4 |63.0 [58.8 161.1 | 72.09] 450258 .0 |77.09/43. 
“7 56.3161.7/62.4/609} — | —| —] —] —]| — 968.1/79.0/54.0161.7 |666|480} — | —| —}] — | —| — $564 |7505/3362147.6 |69.14 2314 
~ —|—| — | — 439.5 |43.0|36.0 |423/490 |35.7] — (500); — | — |450| — ]62.4/92.5 30.3 |61.7 | 92.5 |30.3 152.2 |5755/47.08147.0 |50.12/44, 
- —|—| —]| —] — 463) — ]320/45.6/31.0] — |51.0| — |] — |41.0| — ]63.6|76.3|62.9 | 61.6 | 78.6 |56.2155.8 |8302/470%487 | 75.0442 08 
| 15.5°} 20.07 20.0°| 19.0°430.0 |33.0 {31.1 |28.0|300 |270} — | — | —]| —| — | — 475.0 |84.9/60.3}70.0 | 75.3 |67.) $65.0 | 95.1 | 14.5 | 70.0 | 985|25.0 
2 —| «tl =) oe 1 <1) — eee ee et ed ee ee ae oe el oT on ee eel os 
a SSS Sass Sa Kee SSS! le a60s30 5° 
. _| —| —| —| — eel — | —|ans| — feaaiens jer2ieaziare lens; —| —| —| —| —| —] —| —| —] -/ —| - 
85 — | — 126.2) — 443.5 |46.0|34.01429/44.9/410] —| —| —] —| —| — [64.3/68.7 |60.0 |61.5|67.0 550) —| —| —}] —]}] —]| — 
10.5 —}| —|290| —]} — |355| —]| — |360| —} —| —]|] —] —|] —| —] -| -—| —] — | — | — 9888441773601) 4631 4964 43.01 
—-i2/] -—|] -—/]-—| -—]T -—| -—]|] —] —] —] — 952.9 [56.6 |49.3149.7 56.0 |}434] — |69.4) — | — 175.8) —F —} —} —] —/] -—] —- 
91 0°716.0°} — 116.07 — [38.3/406 |38.1 }405/41.2/395) — |45.7| —]}] — |39.4| — 459.6 68.7 505} — |83.2 43.61 55.67) 31.07141.61) aa 
98) 5 42.1/43.3/41.0} —| —}| —] —] —]| —] — [47.7| —] — |420] — [68.3 /82.0|54.6 160.0|76.6 |43.5) — |4608) — | — |54. — 
"91 [Wty [34.21 26.8 38.5 124.5 146.3 [66.1 [38.7 [51.7 [62.5 [36.3 | 47.6148.9 [37.9 [500 [550/396] — | —| —| — | — | — |540716147|3367)5507/68.17|4a92 
- 4141.8 47.0 |57.0 |33.1 145.4 |488 |42.0 [34.1 |428/295 166.3 |74.7 |59.7 143.5 |62.4/310) — | — | — | —]| —| — 959.4]71.8 |50.0 |55.0 |79.9 | 28.9 
14.014-| —] —| —]| — 7$25/66.0|39.0 143.2/44.86/416) —| —| —}| —| —| —} —|] —| —]} —-!| —|] —-] — 490) -—] -| - 
87 9/31.7141.9|47.1 |36.7 134.5 |35.1 |33.8 137.3/39.6|349) —| —| —] —| — | — 940.9 /41.0/40.7 [47.3 |50.0 |450)51.5 ee 5444 
13.3) 5) — | — (31.0) — 937.7 |52.4/220]38.5/502/31.0} — | —| —}| —| —] —] —| —| —] —]| —| —(40F46) 340935954584 
8.0 051.0 |54.9164.91450} — |44.7| — ]49.6 |50.0/49.1] — |57.1) — ]53.8/56.4/5137 —| —| —] —| —]| —] — |1674) —] — |1564 
83)e-| —]|] —| —| — 9618)99.0/46.2]56.5/75.01490) —| —| —] —| —]| —F —| —] — 71.5 184.7 |49.7 [5434 90.07136.47141 9753.04 
8.1 22.0}27.6 |32.2|23.0 155.0 |59.0 |47.0 149.0 |54.0/40.0] — (65.2) — [49.6/59.1/4017 —|; —| —]|] —| —| —] —| —| —] — j255! 
15.0 (347 |30.0 126.9 |31.0 |22.9}34.2/44.0 |24.6 133.1 |44.3|16.6 139.9 |42.0/37.7 | 33.2 |34.4 |32.0 }54.0 |69.0 | 38.0 |49.9 | 70.6 |28.3 }53. H)57.2!5.49,0515) 3158.95 
= - | — |35.8); — | — 132.9) —] — |267) —} —| —| —}] —]|] —]}] — FT —] — | — 439.0 /43.0/35.0148.9 |83.343607145.6 | 77.54 
- — | —| —] — 945.7|51.0/41.1143.4/47.0/41.2) —| —| —T —|] —| —F -—| -—| -—-7P—-| -—}|-t -] -l} ctl I 
17.1) 4) — | — 141.7] — 960.1/75.0/52.2]51.5 |55.5 1475] —| —| —}]—]|] —] —] — |25.6) —] — |303) — sileaseiafes — 
130) #-| —|} —| —| —] — |63.0) — ] — 1570] —| —| —| —] —]| —| — 4] — (55.7) —] — (39.7) — 934.7 14458250933.9 |449823,08 
—|#-| —| —| —] — ]52.6/53.0/52.21/54.4/58.0 [50.7] — |66.0)| — |} — |850) —f| —| —| —] —| —| —J] — [51.0] —] — ($40) — 
—i —]| —] — /40.0| —] — |46.0; — | — |510| —]}] — |460) —] —]|] —| —] —| —]| —] — |3067 — ] — |3864 — 
C— eae eS ee Se eee eee ee SS SSE See |LlCU 
-|# | —|—| —| — 953.1 |63.5 142.7 157.9 |58.7 (57.01 —| —| —| —| —| —] —] —| — ]758|890|561} — |Sa0%) — | — [S208 — 
8.9 3} — | — |622| — | — |384) — | — (37.2) — |] — |51.7) — | — |567) ——} —| —| —] —| —}—F} —-|—-!|—-t-Il-Il - 
8.3 12.9 114.8 |1 1.0 $45.2 | 48.1 [42.4 14421447 |43.7 145.3 |53.4 |37.2 145.5 [55.8 135.1] — |51.3) — 759.1 161.0 |57.3]70.3 TASTE TARY 
—}{4-| —] — |16.3| — ]33.8 |38.7 |29.0 }26.7 |30.0 |23.5 }52.0 59.2 |44.8 |58.4/71.0 |458) — | —| —]}] —| —]| —] — |6235 —] —] —]| — 
LTS nee —1 —1 —1 —t —-| -f—1T —l tl —l -1l-t lot 1 -l aio lll ll 
— Jiri 7°] 18.420.8116.0°141.1 142.2/36.0}42.5|53.1/37.11 —| —| —| —| —| —] — | —| — }eaol966|572}59.1 \a004/190"|60.0/700418.01 
133] 4-| —| —| — | — |a0e|467/32.0/45.2146.2\28.1 [48.0 |62.1/40.1 |41.1/53.9|379) —| -| -| -| -|-] -| -| -|-|-[ - 
~ 2} —| — |53.3| — $55.2 /628/52.0]51.1 |62.3|44 8155.5 |63.8 |49.9 |50.2/670 |495), —| —| —]| —| — | — ]734"/7864\6835167.85 ante 
—|4-| —]| —| —] — 953.0]62.3/35.5 |504 |53.1 145.4 149.3 |56.9 |43.6 144.3 53.3 /38.0) — | — | —] — | — | — 961.88) 71.215)51.58157.7567.65 43 215) 
10.44 #- | —| —|] —]| — [49.8/54.3142.1149.3/505 (4437 — | —| —]}] —}| —]}] —]J —] —] —I — |] — |] — $8834) 410435941345 3804 285 
- |; — | — |29.0°| — [36.0/42.1 |30.0}45.0/46.2|39.0] — |45.0| — | — |37.5| — [72.4|75.8 69.0] — |45.8| — ]680 | 95.9914805 6900 | 90.0% oy 
~ie |} | | | | |_| commen By Reszarcu Division—NATIONAL RETAIL cREDITASsocATION | | | ft | | 
SCleangitad Dyeing 13Grocery 15Florist 1™Music 1°Drugs 2'Leather Goods 
UBuildf Supplies 14Stationery, Office Supplies 16Hardware 18Dairy 20Sports Wear 23Household Equipment 
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CREDIT DEPARTMENT LETTERS 


By DANIEL J. HANNEFIN 


HOUGH we are able to reproduce only 
T four letters in the plate on the opposite page, 

each has been chosen as an outstanding ex- 
ample of what can be done by the application of 
clear thinking and a little imagination to the prob- 
lem at hand—whether it be collections, reviving 
inactive accounts, or going after new charge ac- 
counts. 

In planning letters of any kind—whether they 
be form letters or personally dictated—it is well 
to remember that each letter you write is going 
to cost your store money—in your time, in your 
stenographer’s time, in stationery, and in postage. 
(One paper manufacturer has it figured out that 
personally dictated letters cost from 24c to 35c 
each. ) 

Realizing the cost, then, why not strive to make 
each letter “pay its way”—in remittances, in re- 
vived business, or in new business? 

All of which means that you should study let- 
ters, that you should study letter-writing and, 
just as important, psychology, or, in plain lan- 
guage, human nature and how to influence it. 

And that doesn’t mean taking the easiest way 
and copying letters that are “clever” and letters 
that have been used by someone else. Many 
times, a little analysis will show you that those 
letters were used in an entirely different situa- 
tion or for an entirely different purpose. 

Gathering letters from all parts of the United 
States, we are often amazed at the similarity of 
letters from different sections. Letters that are 
actually “hackneyed” and worn threadbare are 
still going the rounds and being used by letter 
writers who are taking “the easiest way.” 

Dare to be different! Dare to be original! 

Think out your letters to fit the problem at 
hand. You’ll find that you will achieve better 
letters and, eventually, you will be surprised to 
find that better letters “come easier”—and others 
will be copying you. 

The Forman letter (Figure 1) is a sparkling 
example of straight, clear thinking. Notice the 
adroit way in which the customer is reminded of 
the embarrassment of having a collector call and 
also is told, diplomatically of course, that the col- 
lector will call (unless some arrangement is made ) 
“within the next week or ten days.” 

By the way, many people do object to having 
a collector call. Sometimes it puts them in a 
“bad spot” with the neighbors or with casual call- 
ers and it creates resentment. 

You can prevent ill will and, at the same time, 
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save the cost of collector’s calls by using a letter 
first, just as Leonard Berry has done. 

Figure 2 isa personally dictated \etter of a type 
used by Stix, Baer and Fuller Company when a 
customer closes his account in resentment against 
collection pressure. 

“This customer,” writes Ira D. Bloom, Assist- 
ant Manager of the Department of Accounts, 
“called in response to a collection letter, instruct- 
ing us to close his account, since he felt that he was 
entitled, in view of the length of time he had an 
account with us, to take as long as was convenient 
for him to effect settlement. 

“Qur interview was followed by this letter. 
Six days later, the gentleman called—apologized 
profusely—and assured us that his account would 
be used in the future as it had been in the past, 
and paid in keeping with our regular terms.” 


) 


Figure 3 is an attention-getting letter (the clock 
face does catch the eye) which could be used effec- 
tively on either inactive accounts or new prospects. 

Figure 4 is an intelligent appeal to overcome 
any possible prejudice of men against patronizing 
the men’s departments of a department store. 


~er 


Again—Letters Are Requested From Different 
Lines of Business 


It is our hope to cover, in this department, the 
letter problems of members in smaller stores and 
of varied lines of business. We invite them to send 
in samples of their effective letters and forms. 


roar 


“How to Use Your Credit to Best Advantage” 


A 12-page booklet explaining credit— 
available for distribution by members 


This little booklet, originally prepared for distribution 
with our “Pay Promptly” advertising material, is now 
available for the use of all members. 

It explains, in simple, elementary language, the uses 
of credit—the charge account—deferred payments—the 
reasons for paying bills “on the tenth.” 

The right size to fit statement envelopes, it can be 
used most effectively as an enclosure with statements or 
collection letters. (Numerous illustrations give it at- 
tention value and invite reading.) 

Prices: 100, 3c each; 500, 2c each; 1,000, 114c each; 
5,000, 1c each. Special prices on larger quantities, im- 
printed on back cover with name of store or local as- 
sociation. 

Order from the National Retail Credit Association, 
1218 Olive Street, Saint Louis. 


P.S. It will be on display at the National Convention. 
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B FORMAN © 


CLINTON AVENUE SOUTH 
RGCHESTER NEW YORK 
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When it becomes necessary in our collection 
procedure to send our outside representative to call on 
a customer, we feel that it is only fair to that customer 
to give notification of our intention to do s0- 


Your present acoount, the balance of which is 
: , represents purchases quite past due, Our repre- 
sentative has been instructed to call at your home within 
the next week or ten days, with the purpose of collecting 
this account, or in any event arriving at an understanding 


with you. 


Probably, you would prefer to send your check 
to us at this time, thus making bis oall unnecessary We 
shall de grateful if you will However, may we suggest 
that if for any reason, you cannot take care of the entire 
account now, you call at our credit office, 8° that we may 
be afforded an opportunity of discussing the matter with 
you personally. We are most anxious to cooperate with you 


fully and helpfully 


ery truly yours 


Credit Manager 





en ras 
aoneciare) 





JUNE, 


meee 
SRukekoniaestatinatond 
0 RC nAme mo COmMORAT OR 


Stix, BAER AND FULLER COMPANY 
SAINT LOUIS 


vanna-<vene- anareneas 


envesas 
BELFAST FUmEM mena Come T 


May 19, 1936 


@ 


pati Ba nap | sorry that our recent letter 
one bad. your account, reflecting an over- 
bn eee caused offense. Certainly, none 


We shoulé like to add our written 
a 
se Sac etre gre vrally zohereegs ae 
our iness fi 
pe Ad credit that might be ceppestete an 
= ty to grant unlimited tias, however 
ng due entirely to the manner in which our 
pone 2 mena is priced, and reasonably prompt 
mpliance therewith being essential to the 
profitable operation of our business. 


We trust tha there will be no inter 

Tu 
phy By pleasant business Pa nro ma 
pe Poe oth of you will avail yourselves” 
=s hn Lyd yor account with the assurance 
pn dg = require sixty days for payment, 
pleased to work “ath ry + he 
one ti you fully in this 


Very truly yars, 
STIX, BAER & FULLER COMPAR! 


Assistant Manager 
Department 
Ire D. Blooma . la aaciais 
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RICE'S 


FASHION CORNER 


«f- 


TELEPHONE 2099 







ae 


WHERE FRE EMASON CROSSES CRANBY 


thet fart tA 
NORFOLK,VA. 8 —— oa 
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Dear Mrs. Swann: 


We are sendin; 
5 you this watch dial b 
bn es a attention to the time yy _ 
ihould say, lack of time, 'til Easter we od 


Just 
fees tee re = Nagy Ay Aig 
and corsage at your anti. — 


You’ 
jaapty tiny = Fin - So SEs the exhilaration - 
pet ua if it comes from our 


Stop in and select your outfit for Easter.. -eyou 
8 a pleasure.... ..the 00 re isn’ 
know it! 1 m, too, the: i t 


Cordially yours, 


RICB‘S FASHION CORMER, Inc. 


MWN ML 


>. S. Charge it... 


«ti sure 
pleased to have you. tas - 


+-we will be 





onmce oF THE 


tHe H. C. CAPWELL co. 


ESTABLIOHED 1088 
aueo successon to TAFT & PENNOYER estancieneo 07% 
BROADWAY 201TH Ano TELEGRAPH 
OAKLAND. CALIFORNIA 


Because you may be among the group of men who think 
that they dislike shopping in 6 department store, ¥e 
would like to invite you to become familiar with the 
arrangeaent of Capwell’s Men's Departments 


Every thing from shoes to topooats-- smokes to shaves-- 

is conveniently located. There is & separate entrance 
leading directly into the men's shop om Twentieth Street 
The Sport’s Shop and Barber Shop ere 

The entrance om Twentieth 
Street near Telegraph leeds directly to Men's Departments 


We think you will enjoy shopping in these convenient, 
well-stocked departaents. Yrs. has given 
us the pleasure of opening & charge account for her and 
we want to have the opportunity of serving you, also. 


Cordially 


THE B. C. CAPWELL CO 
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Success of the New York City Small Claims Court 


By R. M. SEVERA, LL.B. 


Asst. Mgr., Credit Bureau of Greater New York, Inc., New York City 


who holds a claim on which it would not ordi- 

narily pay him to sue has been solved in New York 
City by the institution of an informal court, in which 
lengthy legal pleadings are unnecessary and every man 
can be his own lawyer. 

Prior to the establishment of the Small Claims Part 
of the Municipal Court in New York City, the individ- 
ual who held a claim which amounted to less than fifty 
dollars found himself faced with the necessity of hiring 
a lawyer to prosecute his claim and expending fees which 
made collection too costly to be worth while from a 
financial viewpoint, and for this reason millions of dollars 
in small claims remained uncollected and unredressed 
at law. 

New York City adopted the idea of establishing the 
Small Claims Court in 1934, after having made a study of 
similar courts which had been maintained in the city of 
Boston, Mass., for some time. But in adopting the sys- 
tem, it eliminated the principal flaw of which Boston 
jurists complained—the fact that their Small Claims 
Courts had become virtual collection agencies for every 
large commercial, mercantile and public utility company 
in the city. 


+ | ws problem of meting out justice to the creditor 


The New York legislature placed a limitation on who 
may bring actions in this court, by specifically excluding 
corporations, co-partnerships, associations and assignees 
of claims. This limitation is felt by many to be too 
drastic and it is maintained in one school of thought that 
the Small Claims Court should be open to any type of 
plaintiff who has a justifiable cause of action against a 
debtor. The real purpose of the courts is to give creditors 
an opportunity to reduce their claims to judgment and 
make them collectible through legal process, therefore 
why penalize the business organization and favor the 
individual ? 

The procedure in the Small Claims Courts is extremely 
simple. The plaintiff informs the clerk of the court of 
the facts on which he bases his claim, and the clerk is- 
sues a notice to the defendant which is devoid of legal 
language and easily readable and understandable. It 
notifies the defendant that the plaintiff asks judgment 
against him for a certain amount of money, upon a claim 
the substance of which is plainly stated. It notifies the 
defendant that he must appear at the hearing, or judg- 
ment will be entered against him by default, and that if 
he admits the claim but wishes time to pay, he must ap- 
pear and explain his reasons to the Court. It also bears 
a notice to the effect that if the defendant wishes to de- 
mand a jury trial, he must make his demand to the clerk 
of the Court, and he also must: 


1. Submit an affidavit that there are issues of fact in- 
volved which should be tried by a jury. 

2. Must post a bond or cash in the sum of $50.00 to 
show his good faith. 





3. If he loses, he is liable to imposition of normal costs, 


and $25.00 additional. 


These requirements which a defendant must fulfill be- 
fore becoming entitled to a jury trial are so drastic in 
their nature that not a single demand for a jury trial has 
been filed in the history of the New York City courts. 


Despite the fact that no advertising has been done to 
acquaint the New York public with the existence of Small 
Claims Courts, the number of cases handled has increased 
by leaps and bounds. The following table shows the 
number of cases handled in the five courts in New York 
City, one of which is located in each borough: 


September 1934 — 585 
October 1934 — 1,314 
November 1934 — 1,126 
December 1934 — 1,144 4,169 
January 1935 — 1,202 
February 1935 — 1,010 
March 1935 — 1,159 
April 1935 on 1,214 
May 1935 —_ 1,436 
June 1935 — 1,442 
July 1935 — 1,424 
August 1935 — 1,333 
September 1935 — 1,394 
October 1935 — 1,675 
November 1935 — 1,526 
December 1935 — 1,457 16,272 


While no figures are yet available for the year 1936, 
the indications are that a larger number of cases are be- 
ing handled than in the normally busy “months of 1935. 


The cost to the plaintiff for bringing the action is only 
$1.25 with the exception of actions for wages, where the 
workman may file his suit upon payment of 20c or 21c 
to cover the cost of sending the Notice to the debtor by 
registered mail and the regular filing fee of $1.25 is 
waived. It is estimated that the average cost of handling 
and disposing of cases in the Small Claims Courts in 
New York City is $3.00 per case, whereas the regular 
Municipal Court cases involve an expense to the city of 
somewhere in the neighborhood of $50.00 each. 


Legislators and jurists throughout the United States 
are displaying an interest in the functions of Small Claims 
Courts in localities which have established judicial ma- 
chinery of this type and it is evident that the system, 
developed to its highest degree of efficiency, will provide 
tremendous benefits to the owner of small claims, without 
seriously affecting the business handled by the legal pro- 
fession, which finds little profit in handling cases which 
amount to less than $50.00. 

er 
When buying your railroad ticket to the Convention— 


ask for “one-way” ticket and a “fare-and-a-third certifi- 
cate.” 
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What Is the N.C.C.R.C.? 


By RUSSELL H. FISH 


Credit Sales Manager, The May Company, Denver; Director, National 
Retail Credit Association; Former President and Director, 
Denver Retail Credit Men’s Association 


the Credit Manager, there have been revolutionary 

changes and innovations not only in the practice and 
procedure of credit granting, but what is more remark- 
able, in the concept of what constitutes the fundamental 
basis for credit extension. 

Fifteen years ago the phrase, “Community Credit 
Policy” had not been coined. Installment selling was 
confined to a few lines, and these represented commodi- 
ties of long-use value. Competition for the consumer’s 
dollar in those days was confined almost exclusively to 
the local market. Business was traveling a highway to 
normalcy which strangely, eight years later, brought us 
to the brink of the precipice. 


| N THE fifteen years since I sat down at the desk of 


The sudden and unexpected recession in business con- 
fronted us with problems the solution of which is only 
dimly apparent. ‘The one thing that stands out above 
all else is that credit is being used as the bridge to span 
the chasm of depression. 

In order to multiply consumer credit purchases, the 
government, through its agency set up for that purpose, 
is taking the risk out of consumer credit extensiom by 
insuring commodity loans. Staid and conservative finan- 
cial institutions in all sections of the country are invest- 
ing their surpluses in these preferred consumer accounts. 
How does this affect the credit manager in the discharge 
of his ordinary and orderly duties to his firm, its cus- 
tomers, and the community? Does it make his job 
easier, or harder? Must he be more alert? 

These important questions today confront every man- 
ager of credit sales. The answer is, look to your sources 
of information. A credit manager’s judgment is no better 
than his information, and his information is no better 
than the source from which it comes. The source is the 
all-important thing. 

How do the changed conditions of merchandising and 
distribution affect the source? Fifteen years ago (and 
to a lesser degree five years ago), the sources of credit 
information on 90 per cent of consumer credit purchasers 
were almost wholly local. Complete and reliable in- 
formation was quickly and easily compiled. 

The credit manager could be sure that the report he 
received from his credit bureau covered the current ac- 
counts and future commitments of his customers. This 
situation has changed. The sources of information to- 
day are far flung. Your customer (and mine) may be 
and probably is buying in many markets. 

Manufacturers fifteen years ago merchandised com- 
modities through local outlets which passed upon and 
handled all credit sales. ‘Today, the credit involved in 
the sale of many of these commodities is passed upon at 
an office far removed from the place of origin. The 
records of these credit transactions are kept at distant 
offices. 
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How to have this information available on these credit 
purchases of your customers and mine is a problem. This 
is one of the important problems which “affects the credit 
manager in the discharge of his ordinary and orderly 
duties to his firm, its customers, and the community.” We 
must look to our credit reporting bureaus for its solution. 

We have the responsibility to hold credit losses to an 
intelligent minimum, to “keep the red out of Credit.” 
We are expected to increase volume through credit sales ; 
to establish and maintain a profitable turnover in re- 
ceivables; to move merchandise for cash to those cus- 
tomers whose money is more acceptable than their credit. 
In a word, to lead the vanguard in building customer 
good will and community prestige. 


Our customer gives us the right and expects us to safe- 
guard him and his family from becoming too deeply in- 
volved in debt—to help him to maintain a good credit 
record—to aid him through the elimination of credit 
losses to buy as cheaply as is consistent with quality, or, 
in other words, to make his credit dealings pleasant and 
profitable. 

Our community has every right to expect us to extend 
credit sanely and safely—that our methods of credit ex- 
tension will not be a menace either to its business or 
citizenry—that we will not knowingly contribute to 
credit delinquency. In a word, that the grist of its bank- 
ruptcy courts is not the result of the harvest of our un- 
sound credit extension. 

If we are to successfully perform our duties and dis- 
charge these obligations and responsibilities to our firm, 
its customers and our community, we must have com- 
plete customer information on which to base our judg- 
ment. We must know definitely who our customer owes, 
how much he owes, whether his business is successful ; 
his employment permanent. How much does he earn? 
How does he pay? 

We look to our credit reporting bureaus for this in- 
formation. That part of it which refers to our cus- 
tomer’s local activities is no more difficult to secure to- 
day than it was fifteen years ago. It is available through 
accumulative records cooperatively maintained and auto- 
matically verified. 

How much does he owe? Who does he owe? “Ah! 
There’s the rub!” What is the credit reporting bureau 
doing to make this necessary information available to 
us? This is the question in which every manager of 
credit sales is interested. Let us see if we can find the 
answer to it. 

For years inter-bureau reporting was handled na- 
tionally through what was proudly called the Service 
Department of the National Retail Credit Association. 
It was through this department that foreign reports were 
brought into the bureau. In those days most of us seemed 
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“local-trade-information-minded” and were prone to dis- 
regard that feature involving character and antecedent 
information and credit commitments in other markets. 
In other words, our then National set-up, while very 
efficient, was not organized to make consumer reports of 
the nature that changing conditions suggested. It be- 
came obvious that a change in methods of handling “for- 
eign reports” was necessary. 

The Board of Directors of the National Retail Credit 
Association at the Washington Convention voted “aye” 
on the formation of the National Consumer Credit Re- 
porting Corporation. They recognized that the day of 
community credit isolation was gone. If the credit sales 
manager was to continue to do a good job as a credit 
executive, the bureau must continue to do a good job as 
a producer of reports. To do this, it must, in coopera- 
tion with other bureaus, organize to broaden the scope of 
its reporting service. The corporate limits of its com- 
munity could no longer circumscribe the users of its 
service. 

Every customer report made for a firm which handles 
its credits by remote control adds to the bureau’s store of 
information and consequently becomes increased protec- 
tion to the credit sales manager. 

The bureau by serving every legitimate concern, re- 
gardless of its location, that sells commodities and serv- 
ices will help to reduce pyramiding, thereby holding 
credit losses to a minimum and maintaining profits from 
credit sales at a satisfactory level. 

From experience we have discovered that we must 
serve our customers as they require. “The customer is 
always right.” Our credit reporting bureaus must adapt 
their services to their users’ requirements. If they can 
not, or will not do it, perhaps some other fellow will. 

If a retail credit report user requests one contract per- 
mitting him to order reports from many bureaus, that 
facility should be provided. If he requires one bill for 
all the reports he may order from dozens of bureaus, that 
must be provided also. If he needs a uniform report, it 
must be furnished him. These things require coordina- 
tion. They demand national cooperation, your coopera- 
tion, and mine. 

N.C.C.R.C. is our organization. It is composed of our 
bureaus. Its success means better reports which mean 
better tools for us and that should mean that we can do 
a better job. 

The Washington, D. C., Convention in June, 1932, 
approved the organization of the N.C.C.R.C. with in- 
structions to proceed with the formation of a company and 
the development of a service that would meet modern 
consumer credit granting requirements. 

The N.C.C.R.C. wrote its first report for a “National 
User” in December, 1933. This report enriched the files 
of the bureau that wrote it. Since this first report, bu- 
reaus have been improved and enriched by the several 
hundred thousand reports they have furnished national 
users. 

How does this affect credit sales managers? Why 
should we be interested? The answer is apparent. The 
more reports the bureau writes on our customers who buy 
merchandise or service from distant distributors, the more 
complete are the reports we receive. 

Many reports coming to my desk from the Retail 
Credit Men’s Association of Denver today carry warn- 
ings of customers’ distant commitments which, I believe, 
helps me to do a better job. 

N.C.C.R.C, is my organization. It works or me. That’s 
why I’m interested in its growth and progress. Un- 
fortunately, many credit executives do not understand 
this all-important Credit Corporation, or they think of 
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it only in terms of its service in the National User field. 
Its usefulness and accomplishments cannot be measured 
in terms of this one department. N.C.C.R.C. encompasses 
every phase of bureau operation—local, inter-bureau, and 
national. It is an organization in which credit execu- 
tives can take justifiable pride. 

Let me ask you two questions: Are you doing your 
best sympathetically to understand its problems? Are 
you cooperatively contributing your full share to its suc- 
cess? If you are, it will mean a successful N.C.C.R.C. and 
that we as credit executives may do a better job for our 
firms, their customers, and our communities. 


mer 
Milwaukee Association’s Election 

At the annual meeting of the Associated Retail Credit 
Men of Milwaukee, May 1, C. Ray Cook, Assistant 
Credit Manager, Ed. Schuster & Co., Inc., and Chair- 
man of the Credit Bureau Advisory Committee of the 
Association of Commerce, was elected President. 

Other officers elected were: Rollow Gates, The Elec- 
tric Co., and Fred C. Clow, Gimbel Brothers, Vice-Presi- 
dents; Mildred Graef, S. J. Brouwer Shoe Co., Treas- 
urer; and Fred S. Krieger, Association of Commerce, 
Secretary. Directors: Harry A. Gibans, Boston Store, 
and Louis E. Ward, Sears, Roebuck & Company. 


“er 
New California Credit Women’s Clubs 
New Credit Women’s Breakfast Clubs organized in 
California during the current year are: Long Beach, 


with 75 members; Fresno, with a membership of 54; 
and San Jose, with 15. Sacramento is organizing. 
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Credit Sales Promotion 
And Customer Control 


A New Book--by Dean Ashby, Manager of Credit 
Sales, The M.L. Parker Co., Davenport, lowa 





HE author of this book, winner of the 
1932 Retail Ledger Trophy (first prize 
for the best credit sales promotion plans), out- 
lines the plans and practices which have made 
him a nationally known figure in credit cir- 
cles. . 

He gives actual facts and figures of results 
obtained in building more business from ac- 
tive accounts through “customer control,” in 
developing inactive accounts, in soliciting new 
accounts. And he gives, in each case, the 
actual letters used. 

It’s not a textbook—it’s a whole course in 
Credit Sales Promotion. 


Price--to members--$1.25 
(To nonmembers, $1.75) 
ORDER FROM 


National Retail Credit Association 
1218 Olive St. Saint Louis 
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Credit News Flashes-- 


Personal and Otherwise 


Wisconsin State Election 

The Wisconsin Retail Credit Association held its third 
annual convention at Sheboygan, May 11 and 12. At- 
tendance was excellent and the program outstanding. 
National Director Erwin Kant, General Credit Manager 
of Schuster’s, Milwaukee, and founder of the State As- 
sociation, extended greetings from the National Associa- 
tion. 

The following officers and directors were elected: V. S. 
Bond, Harry S. Manchester, Inc., Madison, President ; 
J. L. Reinhart, Johnson & Hill Co., Wisconsin Rapids, 
Vice-President ; D. M. Heywood, Wisconsin Public Serv- 
ice Corporation, Wausau, Second Vice-President; D. C. 
Kennedy, Ed. Schuster & Co., Inc., Milwaukee, Secre- 
tary- Treasurer. 

Directors: Ernest Johnson, Sheboygan; Karl Haugen, 
Appleton; Mrs. A. C. Willott, Manitowoc; Dr. Lindley 
Sprague, Madison; E. A. Paulus, Milwaukee; W. A. 
Close, Appleton; Milton Youngs, Racine; and R. B. 
Krutzner, La Crosse. 

“er 
A New Credit Policy? 

Seen in a Southern California filling station: “Credit 
given if over 80 and accompanied by parents.” 

er 

Cecil V. Shaw became General Credit Manager of the 
Denver Dry Goods Co., Denver, May 15, at which 
time A. E. Powell, who had held the position for the 
past 25 years, resigned. Mr. Shaw is considered one of 
the outstanding credit executives of the younger group. 

= er 

Henry Teitlebaum Rounds Out Fiftieth Year 

With His Firm 

At the comparatively early age of 64, Henry Teitle- 
baum, on May 7, rounded out his fiftieth year with the 
company now known as Loveman, Berger and Teitle- 
baum, Nashville, Tenn., of which he is president. 

As a boy of 14 (only a year after he came to America 
in fulfillment of a boyhood ambition), he was employed 
as an errand boy by the Nashville department store of 
which he was later to become president! 


Kansas City Association Elects 

At the annual dinner of the Retail Credit Association 
of Kansas City, May 26, the following newly elected of- 
ficers and directors were installed: S. S$. Bishop, Harz- 
feld’s, President ; John H. Vaughn, Jones Store Co., First 
Vice-President; R. R. Varney, Chandler Landscape & 
Floral Co., Second Vice-President; M. G. Riley, Mer- 
chants Association Credit Bureau, Secretary. 


er 
Special Notice on Reduced Convention Fares 


In certain sections of the United States, many railroads 
have reduced their passenger fares to 3 cents per mile for 
travel in Pullman cars and 2 cents per mile for travel in 
coaches. The surcharge on Pullman accommodations has 
been eliminated. This means that a considerable saving 
will be made through the use of these new rates. 

In other sections of the country, the one-and-one-third 
Certificate Plan will be cheaper. Under this plan you 
must secure a one way ticket from your city to Omaha. 
At the same time, be sure to secure a certificate from the 
ticket agent. This certificate will be validated at the 
Convention, if more than one hundred attend through 
the use of this plan. The certificate will entitle you to 
purchase your return ticket for one-third of the one way 
fare. Be sure you secure the certificate at the time you 
purchase your ticket. 

By all means, be sure to check with your local ticket 
agent as to whether or not the summer rate or the 
Certificate Plan will be the most favorable rate, before 
purchasing tickets. 

~er 
Increasing Personal Loan Business— 
is the title of a book ($2.50) just published by the 
Bankers Publishing Co., 465 Main St., Boston, Mass. 

The authors, and this is of special interest to the 
credit fraternity, are G. F. Foley and R. E. Doan, both 
of whom have been connected with the Denver National 
Bank for many years. The book gives in detail, the 
plans used by the authors in the widely discussed “Per- 
sonal Loan Plan” of the Denver National Bank. 





Omaha—Convention City—Downtown View 
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Spokane--In 1937! 


By E. K. BARNES 


Vice-President, First National Bank, Spokane, Wash., 
First Vice-President, National Retail Credit Association 


ELOW is a reproduction of the plaque which hangs 
on a wall of the East Banquet Hall in the Daven- 
port Hotel, symbolizing the birth of the National 

Retail Credit Association in this room in August, 1912. 

Little, probably, did the group of men who met in this 
room realize the tremendous scope and growth the Asso- 
ciation would have during the next quarter of a cen- 
tury. They formed the nucleus of what is today the 
backbone of hundreds of credit groups throughout the 
United States and Canada. 

Next year will be the 25th anniversary of the found- 
ing of this organization. Where better to celebrate the 
Silver Jubilee of the Association than in Spokane? 

Plan now to spend your vacation next year in the 
splendor of the most beautiful scenery in the country. 
Spokane, the largest city between Minneapolis and the 
Pacific Coast, is the natural gateway to the national parks 
of the American and Canadian Rockies. It is the head- 
quarters for memorable trips to Glacier, Yellowstone, 
Banff, Lake Louise, and Mount Rainier; all within a 
day’s journey over improved highways. 

For shorter trips, closely surrounding Spokane is a 
glorious playground of beautiful mountain lakes, dashing 
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streams and lofty peaks. There are seventy-six lakes 
within a radius of fifty miles—all easily accessible, offer- 
ing fascinating opportunities for outdoor recreation. 
Swimming, boating, hiking, camping, and fishing can be 
enjoyed to the utmost. 


26 


Close by, is beautiful Mount Spokane with a highway 
to the top; the regions of the famous Coeur d’Alene 
mines ; and, under construction is the Grand Coulee Dam, 
the largest of all government projects, for which $63,- 
000,000.00 has been allocated. Within the city are many 
beautiful parks, drives, and golf courses, and the mag- 
nificent Davenport Hotel, the convention home. 

The entire Northwest invites you to hold the 1937 Sil- 
ver Anniversary Convention in Spokane, the birthplace of 
the National Association. 


“Der 
Credit Considerations for 1936 


By FRED R. COOKSEY* 


Credit Manager, Hill-Welch Co., Lynn, Mass.; President, 
First District, National Retail Credit Association 


Credit considerations for 1936 and the years to come 
will be our future conduct relative to methods of collect- 
ing overdue accounts. In the past you have had a free 
and easy time in respect to laws that affected your action. 
It used to be that no one gave much thought to how you 
collected your money. The feeling of the majority was 
that a person owing a debt was one who did not deserve 
much consideration, and one buying on credit did not 
need sympathy for the way he was treated when forced 
to pay his obligations. Under these conditions, sharp 
practices for collecting accounts were developed by a few. 

However, you have built up the extension of credit so 
that now nearly everyone takes advantage of this serv- 
ice. Due to changes in economic conditions a different 
feeling now exists in the minds of the public, and it is 
reflected in our legislative halls. Representatives always 
trying to protect the people see virgin fields to make new 
laws and win the approval of their voters. There are 
more people owing money than there are who have money 
owed to them, so they naturally turn to protect the side 
having the most in number. You have seen examples of 
this in the last year. In our own state we have seen such 
laws enacted forbidding the so-called unlawful practice 
of law; i.e., stopping most collection agencies from doing 
business. They have raised the amount of money in 
wages that is exempt from attachment. There are pro- 
posed laws stopping the advertising of accounts for sale 
and establishing a Commission to license and regulate 
the conduct of business dealing in installment sales. I 
do not want to argue the merits of the above legislation ; 
some may have their good features, others are debatable. 
The point I wish to bring out is that certain forces are 
working to curtail your activities, which in the future 
will hamper you and me in the performance of our duties. 

I believe care should be used not to create a feeling of 
antagonism against us. The above statement is not made 
to influence you to let down on policies of credit exten- 
sion and terms that have taken years to build, but as a 
warning to refrain from practices which may be the cause 
of the passage of unfair laws. 

I would suggest that we become better credit granters 
instead of trying to extend credit to everyone, regardless 
of their record, and then depending upon our ability as 


collectors, with the help of tricks in the laws, to collect 
our money. 


*Extracts from an address at the First District Conference, 
Springfield, Mass., May 11, 12, 1936. 
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“Where Do We Go from Here” 


--In Credit Terms? 


By GERALD D. GROSNER 
Proprietor, Grosner’s (Men’s Wear), Washington, D. C. 


\ ' J HERE do we go from here?” Some stores, in 
addition to their budget payment plan, have 
what is called the Protective Budget account 

which calls for one dollar initial payment, monthly in- 
stallments of $2.00, a provision for cancellation of all bal- 
ances due in case of death and a provision for repairing 
or replacing in case of fire. It is true that a charge of 
nine cents a month is added to this type of charge ac- 
count. Probably a competitor will now offer this same 
plan and put on other additional frills with not even the 
carrying charge. This plan is being offered on the pur- 
chases of men’s clothing at $20.00 a garment by a fur- 
niture store in Philadelphia that has just put in a men’s 
clothing department. 

As a matter of fact, it is apparently the furniture store 
which is one of the pioneers in further liberalization of 
credit on the purchase of soft goods on a basis similar to 
the methods applied in the sale of hard goods such as 
furniture and refrigerators. We have the case of the 
furniture store which furnishes the newlyweds’ apartment 
completely, buys the marriage license, pays the minister’s 
fee and gives them ten dollars in cash without any down 
payment. 

The article in which this plan was described did not 
say whether or not they stocked the ice box and provided 
maid service for the first year, which, we are told, is the 
most difficult in married life. Just what a comparable 
plan would be in the wearing apparel trade I leave to 
your imagination or to the ingenuity of some promoter 
to develop. 

To a serious-minded credit man or merchant observ- 
ing this trend over a relatively short period of time, there 
is certainly presented a great deal about which to think. 
There is a point beyond which the gains to be derived 
are not commensurate with the risks or loss. Whether we 
have reached that point or not I do not know. It is hard 
to say whether the pendulum has swung too far or not. 

We do know that where goods are sold with a chattel 
mortgage or similar method there is a tremendous prac- 
tical and psychological advantage. Something can always 
be salvaged and the customer always has a natural in- 
stinct to keep up payments—to hold on if possible rather 
than lose the article. Look how everyone tried to hang 
on to their stocks during the market crash of 1929! It is 
a natural instinct. But with soft goods there is quite an 
entirely different story, which all of you know. It is use- 
less to attempt to repossess them, which the customer 
well knows. 

Of course, the trend to continue the extreme liberal- 
ization of credit terms is in harmony with the inflationary 
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trend of the federal government and is in itself a form 
of inflation due to the excessive and liberal supply of cash 
which most firms have on hand. One of the dangers of 
this trend consists of the undoubted fact that competition 
will eventually force all stores to adopt the same method 
of extending credit. In this event, all of the advantages 


to the merchant will be gone and all of the disadvantages 
will remain. 


Now is the time not to fall into this trap. Keep a stiff 
upper lip. If there ever was a time when backbone was 
needed it is now. With the federal government handing 
out easy money so freely it is almost necessary to send 
out for some reinforcing concrete to use on one’s back- 
bone to keep from slumping over! Miss a sale once in a 
while. Most stores consider a net 5 per cent profit as 
very good. So if the sale is made you make 5 per cent. 
If the charge is granted and you don’t get paid the loss 
is 100 per cent. So the chances are 20 to one against you! 


When in doubt don’t take the chance. We all have 
customers who are “allowance hounds,” who never pur- 
chase satisfactory merchandise and always have to have 
an allowance. What do you do with them? What do you 
do with the customer who always brings back every pur- 
chase? You either reform them or drop them and let 
some other less efficient store get their business. You turn 
down charge accounts every day. So why take a chance 
on long-term credit? 


You credit men should not be led astray by the meth- 
ods adopted in other cities. There is always a tendency to 
watch and imitate the other man. However, if you are 
doing a fair business don’t be greedy. Decide whether it 
is necessary for you to go to those extremes. After all, 
most of us have had a fair business in 1935. Why be 
greedy and try to grab all the business in sight by using 
methods as dangerous as credit liberalization? You may 








Editor’s Note: 


This is the negative side of a debate at the 
Twelfth District Conference, Washington, 
D. C., February 18, 1936. The “other side,” by 
H. R. Teubner, was published in the May issue. 

Gerald Grosner is a past president of the Na- 
tional Association of Retail Clothiers and Fur- 
nishers. 
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have to pay a severe penalty. Credit promotions all seem 
wonderful when installed. A year or so after installation 
some of them don’t look so good when the bad accounts 
are charged off! 
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Another important point that must be considered is 
probably one of the most important of all and that is the 
matter of public opinion. I am not sure that public opin- 
ion regarding any particular store may be affected by lib- 
eralization of credit terms. The public is getting used to 
being presented with new methods of buying on the in- 
stallment plan as led by the federal government itself. 
Some of the finest retail concerns in the country have been 
obliged to reckon with public opinion of this character 
and have apparently done so successfully. That is one of 
the big elements of danger in the situation. 

However, let us consider general public opinion. The 
consumer is more self-conscious today than ever before 
and is becoming more articulate all the time through 
various consumer organizations. Witness such organiza- 
tions and publications as The Consumer’s Research, The 
Peoples’ Press, The Consumer’s Defender, The Nation, 
The New Republic, New Masses, The Consumer, Con- 
sumer’s Guide and the Daily Worker. Note the fact that 
the National Canners Association’s consumer complaints 
doubled last year in spite of the fact that the product was 
undoubtedly better than ever before. The consumer is 
on the job and retailers as their representatives must 
recognize that fact. 

Will the consumer not soon get the idea that the mer- 
chant is making tremendous profits if he is able to extend 
credit terms more or less indefinitely without charge and 
will not the consumer organizations decide to investigate 
the supposedly tremendous profits, particularly when en- 
couraged and spurred on by rising prices? Then again, 
we have the great danger that if all merchants continu- 
ously hammer on extended payment plans the general de- 
sire of the public to pay bills promptly will be dulled to 
such extent that it will be impossible to get prompt pay- 
ment from anyone. 

No one wants to be an “easy mark” and if the mer- 
chants invite the public to take four months to pay their 
bills with no extra charges, why should any individual 
upset himself greatly if it takes him two to three months 
longer than he originally arranged to pay up his account? 
As a matter of fact, won’t the consumer who has been 
paying his bills in thirty days begin to feel that he is sort 
of a fool to continue to do so and begin to skip a month 
once in a while? 

How can your credit associations continuously advo- 
cate the slogan “pay your bills promptly” when the mem- 
bers are imploring the public to “take two months,” 
“take three months,” “take a year,” “take two years,” 
“take three years”!!! You had better change your slogan 
to “pay your bills as agreed” and heaven only knows 
what that is! 

Another problem to consider in connection with the 
liberalization of credit terms is one which seems to be a 
sort of skeleton in the closet and which we are afraid will 
pop out at any time; it is “inflation.” If we should have 
severe inflation, and, of course, there is a possibility of 
such a thing, the debtor will make big profits by delay- 
ing payment and your firms as creditors will sustain ter- 
rific losses through such a delay. Even if inflation should 
not be severe the losses sustained would of course still be 
in direct proportion to the accounts receivable. 

Also consider briefly the additional costs of these credit 
schemes. At a time when our entire system of distribution 
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is being challenged because of rising costs, where is the 
money coming from for these additional costs? 

In making a talk before a group of this kind, I realize 
that it is ridiculous to point out the possible increase in 
losses due to the increase in lengthening term of pay- 
ment because all of you know that the greater the length 
of time for payment, the greater the losses, and you all 
know the difficulties that accompany increasing the length 
of payment. And the difficulties don’t increase in direct 
proportion to time but much more rapidly. You also 
know that the longer the time of payment the less fre- 
quently can the customer buy. Let it be sufficient to 
remind you that these difficulties are an important factor 
in the liberalization of credit terms. 


Don’t let the promotion department ballyhoo your 
credit department and make a circus out of it because 
you and not the promotion department will be held re- 
sponsible for the ultimate results of that circus. Don’t 
let the merchandising department merchandise your credit 
department or pretty soon you will be taking mark-ups 
and mark-downs the same as is done on merchandise. All 
business ideas have the usual unsuspected disadvantages 
and difficulties as well as the apparent advantages. There 
is no magic in business. Your promotion and merchandis- 
ing departments will be able to present the advantages 
of their suggestions (present and future). It is up to you 
to visualize and present some of the disadvantages. 

Hold your credit department on the same financial 
foundation upon which it was originally erected. After 
all, the fundamentals of business are always the same and 
when the pendulum swings too far in one direction it al- 
ways has to swing back in the opposite direction and may 
knock off somebody’s head—or put some stores out of 
business at the end of its swing—it usually does. 

I often wonder if right now, before we have recov- 
ered from the last depression, we are not sowing the 
seeds of another and worse one—if we are not loading our 
customers with more unpaid-for merchandise than ever 
before and much longer final due dates than we could 
ever dream of in the pre-depression days. For example, 
suppose we have a slump and some of our customers sud- 
denly get laid off. You have no right to call for prompt 
payment should this contingency arise if your terms call 
for three months or more to pay. 


It has been said that retail credit came through the 
last depression with flying colors. One of the reasons is 
probably the fact that charge accounts were in fairly 
good condition when the depression started and time of 
payment normal. Who can suggest what effect liberaliza- 
tion of credit terms will have when we start to dig into 
the next depression? In conclusion, I would like to re- 
peat the three main points which I have tried to bring 
out in this talk—first—the history of credit terms indi- 
cates a sharp tendency during the past two years to rap- 
idly increase the length of credit terms, as indicated 
by the tremendous lengthening in terms in the sale of 
wearing apparel as compared with two years ago. Sec- 
ond—we may, at this time, have overreached ourselves 
in the liberalization of credit terms. The pendulum al- 
ways swings in both directions and may have already 
gone too far in the direction of lengthening terms. Third 
—think of the many disadvantages present and future 
before you go into any further liberalization of terms. 
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Credit News Flashes-- 


(Continued from page 25.) 


Detroit’s Annual Election 

The Retail Credit Association of Detroit, at its An- 
nual Election in May, named the following officers and 
directors who will be installed at the September meeting: 

Frank Osborne, Harper, Inc., President; R. H. Lae- 
them, Borden’s Farm Products Co., Inc., Vice-President ; 
Frank E. Parker, Merchants Credit Bureau, Secretary- 
Treasurer. 

Directors: W. L. Brodie, Russek’s; Lee S. Carrick, 
Industrial Morris Plan Bank; R. F. Delaney, Lane 
Bryant Co.; Harold Doyle, Fuel Oil Corporation; H. G. 
Godfrey, J. L. Hudson Co.; A. G. McConnell, Peoples 
Outfitting Co.; W. F. Mohrhoff, Frank & Seder; L. A. 
Rice, Kline’s; and John T. Rose, Crowley Milner & Co. 

~er 

W. S. Martens, Credit Manager of Carson, Pirie, 
Scott & Co., Chicago, is to be married in September, ac- 
cording to recent reports. 

~er 

The Oklahoma Retail Merchants Association met in 
Tulsa May 27 and 28. W. A. Rayson, of Tulsa, is 
Secretary. 

~er 

The celebrated Annual “Twin Mix” of the Minne- 
apolis Retail Credit Association and the St. Paul Retail 
Credit Association was held April 21, at the Nicollet 
Hotel, Minneapolis. 

“D6” 
News of the Credit Women’s Clubs 

Miss Marion O. Brooks, of Belisle’s, Baton Rouge 
(founder of the Baton Rouge Credit Women’s Club), 
was elected President of the Louisiana Retail Credit As- 
sociation at the State Convention, recently. 

~~ er 

The Credit Women’s Breakfast Club of San Jose, 
Calif., was organized in May and will have its first 
breakfast meeting June 14, followed by installation of 
officers. 

~~ er 

The Credit Women’s Breakfast Club of Atlanta, Ga., 
was recently organized as a subdivision of the Atlanta 
Retail Credit Association. They already have between 
75 and 80 members, according to a letter from T. B. 
Everett, President of the Atlanta Retail Credit Associa- 
tion. 

mer 

Miss Ethel Dopp, of Spokane, Washington, was 
elected President of the Pacific Northwest Council of 
Credit Women’s Breakfast Clubs at the Tenth District 
Conference, Victoria, B. C., May 18, 19. Other of- 
ficers elected were: Mrs. Maybelle Bliss, Portland, Ore., 
Vice-President; Miss Muriel Smith, Seattle, Wash., 
Treasurer; Miss Edna K. Hebrandsen, Vancouver, B.C., 
Corresponding Secretary; and Miss Marguerite Carter, 
President of the Victoria, B.C., Credit Women’s Break- 
fast Club, Recording Secretary. Miss Avadana Cochran, 
Seattle, Wash., was chosen to represent the Council at 
the Omaha Convention. 

~er 

Last, but not least—the Retail Credit Women’s Break- 

fast Club of Omaha will entertain all visiting “Break- 


JUNE, 1936 


fast Clubbers” with a breakfast at the Aquila Tea Room, 
Wednesday, June 17, at 7:45 A.M. 
er 

New Officers of Cleveland Petroleum Group 

B. E. Loftus, District Credit Manager of the Socony 
Vacuum Oil Co., and S. G. Hayward, General Credit 
Manager of the National Refining Co., were recently 
elected Chairman and Vice-Chairman respectively of 
the Cleveland (Ohio) Petroleum Credit Group, accord- 
ing to Wm. H. Gray, General 
Manager of the Cleveland Re- 
tail Credit Men’s Company. 

Mr. Loftus is head of the 
Legal Department of his com- 
pany as well as Credit Mana- 
ger. He has been head of the 
Legal Department for eight 
years and in charge of credits 
for fifteen years. 





B. E. Loftus 


Mr. Hayward has had eight- 
een years of credit and collec- 
tion experience with the Na- 
tional Refining Co., and was 
previously with R. G. Dun and 
Company. 

Both are enthusiastic about 
the Cleveland Petroleum 
Group and its value to the in- 
dustry during the past three 
years; likewise, about its future. 

E. L. Carter of the Cleveland Retail Credit Bureau, 
who has been Secretary of the Petroleum Group since 
its inception, was elected permanent Secretary of the 
Group which includes all the major oil companies oper- 
ating in the Cleveland district. 





S. G. Hayward 


er 
Rochester Association Elects 


Newly elected officers and members of the Executive 
Committee of the Rochester (N. Y.) Retail Credit 
Association are: Roy R. Rumpff, Paul & Rumpff, Inc., 
President; Leland S. Somers, McCurdy & Co., Inc., 
Vice-President; Frederick G. Waite, Credit Bureau of 
Rochester, Secretary and Treasurer. 

Executive Committee: J. Gordon Ross; Leonard 
Berry; Walter Rising; Helen Hazard; Howard Root; 
and Mary Huddy. 

er 
St. Louis Meetings Feature “Three-Way” 
Credit Discussions 


The May meeting of the Associated Retail Credit 
Men of St. Louis, held May 14, continued the plan 
inaugurated recently by George L. Neuman, the new 
President, of having “three-way” discussions of vital 
credit topics by three different credit executives. 

The subject of this meeting, “Collection follow-up 
should show no let-up regardless of the trend to more 
liberalized retail credit terms,” was discussed by William 
Preusser of Famous-Barr Co., William Apel, Green- 
field’s, and P. J. Wessel of Lane Bryant’s. 
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By Order of the Federal Court-- 


We here publish the Consent Decree, the Information 
in Contempt, the Stipulation of May 6, 1936 


(See Explanation by Lawrence McDaniel, General Counsel, on page 34) 


The Consent Decree 


IN THE UNITED STATES DISTRICT COURT FOR THE 
EASTERN DISTRICT OF MISSOURI 

The United States of America, 

Petitioner, 
v. 

National Retail Credit Association, Re- 

tail Credit Men’s National Association, 

Guy H. Hulse, David J. Woodlock, 

Arthur P. Lovett, John N. Keeler, M. G. 

Riley, L. S. Gilbert, George B. Allan, 

and J. E. R. Chilton, Jr., 


Defendants. 


DECREE 


This cause coming on to be heard this 6th day of October, 
1933, on a regular court day of the September Term, and the 
several defendants having appeared, the petitioner moved the 
Court for a decree in conformity with the prayers of the Peti- 
tion; and the defendants having consented to the making and 
entering of this decree; 

Now, therefore, it is ORDERED, ADJUDGED, AND DE- 
CREED as follows: 


In Equity No. 10420. 


I 


That the Court has jurisdiction of the subject matter and of 
all the parties hereto; that the petition states a cause of action 
against the defendants under the Act of Congress of July 2, 
1890, entitled “An Act to protect trade and commerce against 
unlawful restraints and monopolies” and acts amendatory 
thereof and supplemental or additional thereto, known as the 
Federal Antitrust Laws. 

That the Nationa! Retail Credit Association and Retail 
Credit Men’s National Association will be hereinafter referred 
to as the Association. 


II 
That the defendants and each of them, individually and col- 
lectively, their successors, members, officers, directors, managers, 


agents, servants, employees and all persons acting or claiming 
to act, under or in behalf of them, or any of them, be and 
they thereby are permanently and perpetually enjoined and 
restrained from in any way maintaining, continuing or reviv- 
ing, either directly or indirectly, in whole or in part by any 
means whatsoever, the combination, conspiracy, and monopoli- 
zation of trade and commerce in credit reports and credit in- 
formation described in the petition herein, or any combina- 
tion, conspiracy or monopolization similar thereto, as more par- 
ticularly set out in paragraph three immediately following. 


III 

That the defendants and each of them, individually and 
collectively, their successors, members, officers, directors, man- 
agers, agents, servants, employees and all persons acting or 
claiming to act under or in behalf of them, or any of them, 
be and they hereby are, permanently and perpetually enjoined 
or restrained from 

(1) In designating and assigning any region or regions as 
the exclusive territory in which any member or members of the 
Association shall gather credit information or sell credit in- 
formation or reports. 

(2) Refraining from gathering credit information or selling 
credit information or reports in any region or regions assigned 
as the exclusive territory of any member or members of the 
Association. 

(3) Refusing to sell credit information or reports to vendees 
in any region or regions assigned as the exclusive territory of 
any member or members of the Association except to and 
through a member or members of the Association. 

(4) Reporting, circulating, or in any manner publishing 
the names of persons or corporations who have sought, or are 
seeking, to procure, buy, or sell credit information or credit re- 
ports from or to any member or members of the Association 
except to and through a member or members thereof. 
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Nothing herein shall be construed to preclude the members 
of the Association from individually using any available or- 
ganization, or individual, or other source of credit informa- 
tion in any region or place. 

That the defendants shall forthwith abrogate and cancel any 
and all by-laws, rules, regulations, conditions, contracts, pro- 
visions or resolutions which suggest, authorize, encourage, per- 
mit or direct any of the acts and things hereinabove specifically 
enjoined, including Rule 1, Rule 2, Rule 29 and Rule 30, of 
the Rules and Regulations issued by the Service Department 
of the National Retail Credit Association, adopted June 24, 
1932, and including any delineation, designation or assign- 
ment of a region or regions as the exclusive trading territory 
of any member or members of the Association, provided use of 
the words “exclusive territory” shall not affect the right to 
trade in said territory of any individual, partnership or cor- 
poration. 

That the defendants shall forthwith notify in their official 
publication known as The Crepir Wor tp, all members of the 
Association of its action in abrogating and cancelling the by- 
laws, rules, regulations, contracts, provisions or resolutions as 
set forth in the preceding paragraph and with the same noti- 
fication shall print in said Creprr Wor-p a copy of this decree 
and shall fully inform the members of its provisions. Within 
thirty days after the entry of this decree defendants shall file 
with the court evidence showing compliance with this para- 
graph, which shall include a list of the membership so notified. 


VI 


That jurisdiction of this cause is hereby retained for the 
purposes of enforcing this decree, or enabling the parties to 
apply to the court for modification or enlargement of its pro- 
visions on the ground that they are inadequate or have be- 
come inappropriate or unnecessary. 


VII 


That the petitioner have and recover of the defendants the 
costs of this cause. 


Dated October 6, 1933. 


Cuas. B. Davis 
United States District Judge. 


The Information In Contempt 


IN THE DISTRICT COURT OF THE UNITED STATES 
FOR THE EASTERN DISTRICT OF MISSOURI 
United States of America, 7 

Complainant and Petitioner, 

v. 

Guy H. Hulse, E. DeWitt, W. H. Jerni- . 
gan, J. S. Merrill, Frank B. Speidel, 
Frederick & Nelson Company, Rand and 
Company, Geo. Stifel & Co., Geo. Taylor mee 
Company, Merchants Co-operative As- + Criminal No. 18895. 
sociation, Merchants Credit Association 
of Mobile, Alabama, Inc., National Con- 
sumer Credit Reporting Corporation, 
National Retail Credit Association, 
Seattle Retail Credit Association, and 
Springfield Retail Credit Bureau, Inc. 


Defendants. 


INFORMATION CHARGING CRIMINAL CONTEMPT 
AND PETITION FOR RULE TO SHOW CAUSE 
TO THE HONORABLE CHARLES B. DAVIS, United States 
District Judge for the Eastern Judicial District of Missouri: 


1. The United States of America, by Harry C. Blanton, its 
attorney for the Eastern Judicial District of Missouri, and by 
Harold M. Stephens, Assistant Attorney General, and Harold 
L. Schilz, Special Assistant to the Attorney General, acting 
under the direction of Homer S. Cummings, the Attorney 
General, presents this Information and Petition for Rule and 
Attachments against Guy H. Hulse (otherwise known as G. 
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H. Hulse), E. DeWitt (whose full name is unknown to the 
petitioner), W. H. Jernigan (whose full name is unknown to 
the petitioner), J. S. Merrill (whose full name is unknown to the 
petitioner), Frank B. Speidel, Frederick & Nelson Company (of 
Seattle, Washington), Rand and Company (of Springfield, 
Ohio), Geo. Stifel & Co. (of Wheeling, W. Va.), Geo. Taylor 
Company (of Wheeling, W. Va.), Merchants Co-operative 
Association (a corporation under the laws of West Virginia), 
Merchants Credit Association of Mobile, Alabama, Inc. (a 
corporation under the laws of Alabama), National Consumer 
Credit Reporting Corporation (a corporation under the laws 
of Missouri, hereinafter called the Corporation), National Re- 
tail Credit Association (a corporation under the laws of Mis- 
souri, hereinafter called the Association), Seattle Retail Credit 
Association (a corporation under the laws of Washington) and 
Springfield Retail Credit Bureau, Inc. (a corporation under the 
laws of Ohio), their respective successors, agents and repre- 
sentatives. 

2. Defendant Guy H. Hulse (otherwise known as G. H. 
Hulse) is a citizen of the State of Missouri, a resident of the 
city of St. Louis, and is an officer and agent of the Associa- 
tion and the Corporation. 

3. Defendant E. DeWitt is a citizen of the State of Wash- 
ington, a resident of the city of Seattle, and is an officer and 
agent of Seattle Retail Credit Association. 

4. Defendant W. H. Jernigan is a citizen of the State of 
Alabama, a resident of the city of Mobile, and is an officer and 
agent of Merchants Credit Association of Mobile, Alabama, 
Inc. 

5. Defendant J. S. Merrill is a citizen of the State of Ohio, 
a resident of the city of Springfield, and is an officer and 
agent of Springfield Retail Credit Bureau, Inc. 

6. Defendant Frank B. Speidel is a citizen of the State of 
West Virginia, a resident of the city of Wheeling, and an 
officer and agent of Merchants Co-operative Association, located 
in the city of Wheeling. 

7. Defendant Frederick & Nelson Company has its place of 
business in the city of Seattle, State of Washington, and is 
a member of the Association and of Seattle Retail Credit As- 
sociation. 

8. Defendant Rand and Company has its place of business 
in the city of Springfield, State of Ohio, and is a member of 
the Association and of Springfield Retail Credit Bureau, Inc. 

9. Defendant Geo. Stifel & Co. has its place of business in 
the city of Wheeling, State of West Virginia, and is a member 
of the Associatio. and of Merchants Co-operative Associa- 
tion (of Wheeling, W. Va.) ‘ 

10. Defendant Geo. Taylor Company has its place of busi- 
ness in the city of Wheeling, State of West Virginia, and is a 
member of the Association and of Merchants Co-operative As- 
sociation, 

11. Merchants Co-operative Association has its place of 
business in the city of Wheeling, state of West Virginia, and 
is a member and agent of the Association and of the Corpora- 
tion, 

12. Merchants Credit Association of Mobile, Alabama, Inc., 
has its place of business in the city of Mobile, state of Ala- 
bama, and is a member and agent of the Association and of the 
Corporation. 

13. Seattle Retail Credit Association has its place of business 
in the city of Seattle, state of Washington, and is a member 
and agent of the Association and of the Corporation. 

14. Springfield Retail Credit Bureau, Inc., has its place of 
business in the city of Springfield, state of Ohio, and is a mem- 
ber and agent of the Association and of the Corporation. 

Petitioner now here informs the Court: 

15. That on June 12, 1933, the United States of America 
filed a petition in the United States District Court for the 
Eastern District of Missouri, in a proceeding entitled “The 
United States of America vy. National Retail Credit Associa- 
tion, et al.’’ (Equity No. 10420) against National Retail Credit 
Association and Retail Credit Men’s National Association 
(collectively referred to as the Association), Guy H. Hulse, 
and seven other individual defendant officers, directors and 
agents of said Association. The petition charged that the de- 
fendants therein were engaged in a combination and con- 
spiracy to restrain and monopolize interstate trade and com- 
merce in credit reports and information in violation of the Act 
of Congress of July 2, 1890, entitled “An Act to protect trade 
and commerce against unlawful restraints and monopolies” 
(26 Stat. 209), commonly known as the Sherman Antitrust Act, 
by the means and methods set forth in said petition, which said 
petition is a part of the records of this court. A copy of said 
petition is annexed hereto and made a part hereof. 

16. That thereafter, to-wit, on October 6, 1933, this Court 
entered a final decree against the Association; Guy H. Hulse, 
and seven other individual defendant officers, directors and 
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agents of said Association; their successors, members, man- 
agers, officers, directors, agents, servants, employees and all 
persons acting or claiming to act, under or in behalf of them, 
or of any of them, enjoining them and each of them, individ- 
ually and collectively, from maintaining, continuing or re- 
viving, either directly, or indirectly, in whole or in part by any 
means whatsoever the acts therein specified and the combina- 
tion, conspiracy and monopolization of trade and commerce 
in credit reports and credit information described in the peti- 
tion, or any combination, conspiracy, or monopolization similar 
thereto. Said decree is a part of the records of this court, and 
a copy of said decree is annexed hereto and made a part 
hereof. 

17. That said Guy H. Hulse is and for many months here- 
tofore has been a director of the Association, and an officer 
and agent of the Corporation, and as such acts for the As- 
sociation and the Corporation, their members, managers, 
officers, agents, servants and employees; and that said Guy H. 
Hulse is enjoined as an officer, director, manager, agent, serv- 
ant, employee and/or person acting under and in behalf of 
the Association. 

18. That the Corporation is affiliated with and/or subsidiary 
to the Association, enjoined by said final decree, and many of 
its stockholders and members were members of the Association 
at the time of the entry of the final decree in this cause; that to 
any extent that the Corporation might be considered a separate 
or distinct entity or organization, it is a successor, agent, and 
acts under and/or in behalf of the Association, and as such 
is enjoined by said final decree. 

19. That said E. DeWitt is and for many months hereto- 
fore has been manager and managing director of the Seattle 
Retail Credit Association and an agent and representative of 
the Association and the Corporation, and has done the acts 
and things hereinafter alleged in the management and control 
of the affairs of Seattle Retail Credit Association and espe- 
cially of its interstate trade and commerce in credit information 
and credit reports. 

20. That W. H. Jernigan is and for many months hereto- 
fore has been manager and president of Merchants Credit 
Association of Mobile, Alabama, Inc., and an agent and 
representative of the Association and the Corporation, and has 
done the acts and things hereinafter alleged in the manage- 
ment and control of the affairs of Merchants Credit Associa- 
tion of Mobile, Alabama, Inc., and especially of its interstate 
trade and commerce in credit information and credit reports. 

21. That J. S. Merrill is and for many months heretofore 
has been manager and president of Springfield Retail Credit 
Bureau, Inc., and an agent and representative of the Associa- 
tion and the Corporation, and has done the acts and things 
hereinafter alleged in the management and control of the 
affairs of Springfield Retail Credit Bureau, Inc., and especially 
of its interstate trade and commerce in credit information and 
credit reports. 

22. That said Frank B. Speidel is and for many months 
heretofore has been manager of Merchants Co-operative As- 
sociation (of Wheeling, West Virginia) and an agent and 
representative of the Association and the Corporation, and has 
done the acts and things hereinafter alleged in the manage- 
ment and control of the affairs of Merchants Co-operative 
Association, and especially of its interstate trade and com- 
merce in credit information and credit reports. 

23. That each of the defendants herein, at and prior to the 
times that he committed the contempts set forth below, was 
fully advised with respect to all of the provisions of said 
decree, and then knew, or had good reason to believe, that his 
acts and statements were in violation of the provisions thereof. 

24. That all of the provisions of said decree are lawful 
orders and lawfully made. 

25. That the several defendants named herein have jointly 
and severally, wilfully, and knowingly disobeyed and violated 
the injunctive provisions contained in said decree, by the 
means, in the manner, and for the purposes now set forth. 

26. Defendants Association and Corporation, contrary to the 
provisions of said decree, have since its entry revived or con- 
tinued terms, conditions, rules or regulations whereby credit 
granter and credit agency members are to refrain from gather- 
ing credit information and reports or selling credit information 
and reports in any region or regions assigned as the territory 
of any other member or members of the Association and the 
Corporation, and further are to refuse to sell credit informa- 
tion or reports to vendees in any region or regions assigned 
as the territory of any member or members of the Association 
and Corporation except to and through the member or members 
of the Association and Corporation located therein, in viola- 
tion of Paragraphs II and III of said decree. Said defendants 
contrary to the decree have revived or continued in effect a 
provision, condition or rule similar to Rules 29 and 30 of the 
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Rules and Regulations issued by the Service Department of 
the Association, adopted June 24, 1930, which rules were 
ordered in said decree to be forthwith abrogated and canceled. 
Pursuant to said terms, conditions, provisions, rules or regu- 
lations, credit agency and credit granter members of the As- 
sociation and the Corporation have at various times since the 
entry of said decree refused to supply or sell credit information 
and credit reports requested by credit agencies and credit 
granters located in regions other than those assigned to such 
credit agency and credit granter members. 

27. On or about August 9, 1934, Julius Garfinckel & Co., of 
Washington, D. C., by letter sought to procure from defendant 
Rand and Company credit information relative to Mrs. Homer 
W. Ballinger. Rand and Company refused to comply with said 
request from Garfinckel & Co. and sent the request to Spring- 
field Retail Credit Bureau, Inc. Defendant J. S. Merrill re- 
fused to comply with the request of Garfinckel & Co. for credit 
information, and sent the request to Stone’s Mercantile Agency, 
a member of the Association located at Washington, D. C., 
with the following statement: 

“We are enclosing you an application for credit information 
sent one of our members. We, also, enclose a card, which 
our members use in replying to such inquiries, unless they refer 
them to us. 

“We are sending you this information in order that you may 
have the opportunity of contacting these people with a view 
to securing their business or you may insert the card and 
forward to them, or dump it in your waste basket, just as 
you think best. 

“For your information, we wish to state that Mrs. Ballinger 
is thoroughly reliable and good for any amount of credit for 
which she might ask. Her husband is connected with the 
N. R. A. Codes in Washington, D. C. 


Yours very truly, 


Springfield Retail Credit Bureau, Inc. 
/S/ By J. S. Merritt, Pres.” 


and enclosed with a letter containing the aforesaid statement a 
card bearing the emblem of the Association and the following 
inscription: 
“We are members of 
(EMBLEM) 


SPRINGFIELD RETAIL CREDIT BUREAU, INC. 
211 Fahien-Tehan Bldg. 
Springfield, Ohio. 


“We have no information of our own at hand in this case, 
but would refer you to the above bureau, who can give you 
the desired information at reasonable rates.” 

28. Deferidants Rand and Company, Springfield Retail Credit 
Bureau, Inc., and J. S. Merrill did the acts and things alleged 
and described in the foregoing paragraph for the purpose and 
with the effect of effectuating, maintaining, and continuing a 
part of the aforesaid conspiracy, and for the purpose and with 
the effect of designating and assigning the region in and around 
Springfield, Ohio, as the exclusive territory of Springfield Re- 
tail Credit Bureau, Inc., and the region in and around Wash- 
ington, D. C., as the exclusive territory of Stone’s Mercantile 
Agency. By said acts and things Rand and Company, Spring- 
field Retail Credit Bureau, Inc., and J. S. Merrill have violated 
the aforesaid decree, and especially subdivisions II and III 
thereof. 

29. Since the entry of the decree in this cause, defendant 
J. S. Merrill by oral statements made at meetings attended by 
members of Springfield Retail Credit Bureau, Inc., and by the 
written statements set out hereafter, has encouraged and sought 
to induce such members of Springfield Retail Credit Bureau, 
Inc., to refuse to supply or sell credit information and credit 
reports requested by other credit agencies or by credit granters 
located either in the region assigned said Springfield agency 
or in other regions, and further, to send all such requests to 
Springfield Retail Credit Bureau, Inc. In furtherance of this 
same purpose, the following article was published in the 
“Weekly Commercial Bulletin” of Springfield Retail Credit 
Bureau, Inc., dated July 3, 1934: 


“WARNING! 
“JUST A WORD OF WARNING TO ALL OUR MEMBERS: 


“Tt has been frequently called to our attention that our 
various members, especially the smaller grocers and markets, 
are being continually hounded by various seekers of credit in- 
formation. Sometimes they are interviewed, either personally 
or over the telephone by the “Credit Company”, “The Eau 
Claire Credit Company,” “The Retail Credit Company,” “The 
Credit Bureau,” “The Eau Claire Credit Bureau,” the “Mer- 
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chants’ Credit Bureau” and countless other names. Answering 
all these questions takes necessary time from other duties. 

“Let us WARN you that we are the only authorized mem- 
bers of the National Retail Credit Association; you are mem- 
bers of our association and as such we are bonded together for 
mutual protection; we stand back of you and protect you; 
on the other hand, if you give out this information to any 
person or firm with whom you have no contract, you must be 
prepared at all times to contest any possible suit as to the 
veracity of your report. Where information is given to an 
authorized exchange, no liability is attached. 

“Tt is mot necessary for you to answer all these inquiries, 
whether by personal call, telephone call, or mail. Merely 
refer them to us. We are the only representatives of the Na- 
tional Retail Credit Association and Retail Men’s National 
Association in Eau Claire. We have been established since 
1902. We can stand any investigation as to honesty and 
veracity. Be sure you know to whom you are speaking and 
be wary of giving our information to anyone but us. Do not 
be confused by the miscellaneous names given above. Be sure 
it is “THE BUSINESS MEN’S CREDIT EXCHANGE?” ecall- 
ing; frequently we state “Credit Exchange”, or “Arthur Lin- 
ton’s Office” knowing you will know the call is authentic. Let 
us have your cooperation for our mutual good.’ 

“The above, copied from the Eau Claire, Wisconsin, Bulle- 
tin, sounds very Springfield-like and applies to our local situ- 
ation. Read it carefully, then cooperate with your own 
bureau.” 

In furtherance of the same purpose, on August 14, 1934, J. S. 
Merrill published in the “Weekly Commercial Bulletin” of 
Springfield Retail Credit Bureau, Inc., the following article: 


“CONSTANT GROWTH 


“In the Bulletin of July 31st, we spoke of the difficulty of 
changing habits. The years between 1907 and the present time 
have been one continuous experience in the change of habits 
and the slow but gradual development in the method of hand- 
ling credits. At the beginning of this period our members 
very rarely asked for a report from us, but depended largely 
on an old custom of calling each other, which is now com- 
monly known as ‘direct inquiry.’ Some still cling to the old 
habit of securing their credit information direct from the 
references given by the prospective customer, but the more 
progressive merchants have learned to know that information 
received in this manner is too superficial and unreliable. There 
are others who figure that it is costing too much to secure a 
complete credit report from the Bureau and either fail to call 
for reports on some whose record in the Bureau shows them to 
be a very undesirable credit risk or else rely entirely upon 
references given them, much to their sorrow. 

“The ‘direct inquiry’ system has been proven a farce and 
the sooner the habit of calling references direct is discontinued, 
and the sooner merchants refuse to answer those calls, the 
better it will be for all concerned. By answering a direct 
call, the party calling does not get a complete picture. The 
merchant answering does not receive the benefit of having 
his answer recorded and the Bureau is cheated out of records 
which rightfully belong to it and its members. Let us break 
away from the habit of either asking for or giving direct in- 
formation, and place all the information in the Credit Bureau 
where it rightfully belongs.” 

In furtherance of the same purpose, said defendant published 
in the October 30, 1934, issue of the “Weekly Commercial 
Bulletin” of Springfield Retail Credit Bureau, Inc., the fol- 
lowing article: 


“CHEATING 


“Very few people like to cheat. Still fewer like to be 
cheated. No one likes to cheat himself, yet that is exactly what 
some of our members are doing. 

“Whenever a member gives another information he cheats 
the giver, the receiver, the Credit Bureau and all its mem- 
bers. He cheats the giver because he does not get anything 
in return; he cheats the receiver because he does not get a 
complete credit picture; he cheats the Bureau because it does 
not receive the information as to who called, who reported, 
what record was given and on whom the report was made. 
He cheats the other members of the Bureau because they are 
entitled to all the information obtainable and it becomes re- 
duced to oblivion as far as they are concerned when no record 
is made of the transaction. 

“One of our members who frequently reports to us that 
they are too busy to give us information and often delays our 
furnishing a report to some other member because of this at- 
titude, when they receive an inquiry from some one not a 
member of the Bureau, will very promptly furnish the informa- 
tion, while withholding the same information from us, some- 
times for several hours if given at all. 


The CREDIT WORLD 








“We believe this to be the wrong attitude as it is cheating 
the inquiring party and the members of the Bureau. As 
stated above, no one likes to be in the cheating class. In order 
to avoid this encourage your inquirers to receive their informa- 
tion through the Bureau, clear all such calls in this manner, 
have every report recorded and thus benefit all concerned. 

“The Credit Bureau is powerless to enforce this procedure; 
there is no legal statute requiring it; but the moral law is 
very strongly in favor of doing the thing that will benefit 
the greatest number of people. We are here to serve you, but 
cannot serve you to the best advantage if you cheat yourself.” 
By said acts and things J. S. Merrill and Springfield Retail 
Credit Bureau, Inc., have violated the aforesaid decree, and 
especially subdivisions II and III thereof. 

30. On or about September 1, 1934, Julius Garfinckel & Co., 
of Washington, D. C., sought to procure credit information 
relative to Mrs. Lillian Burke from a member of Merchants 
Credit Association of Mobile, Alabama, Inc. Said member 
refrained from complying with said request from Garfinckel 
& Co. and sent the request to Merchants Credit Association of 
Mobile, Alabama, Inc. Defendant W. H. Jernigan refused to 
comply with the request of Garfinckel & Co. for credit infor- 
mation, and returned the request to Garfinckel & Co. with the 
following statement: 


“Recently you made DIRECT INQUIRY in our city on the 
above. 

“Your references and ALL OTHERS who have informa- 
tion will be pleased to promptly give you a full and complete 
report if you will request it through the Bureau in YOUR city 
listed below, to whom a copy of this letter is being sent. It 
> possible that your Bureau already has a complete report in 

e. 

“Direct inquiry within cities or between cities is against 
the rules of the National Retail Credit Association and prac- 
tically every Bureau in the Country, because it is inimical to 
the best interests of individual businesses and credit conditions 
in your city, in our city, and over the country generally. 

“Direct inquiry, if persisted in, will ultimately cost much 
more than if complete information is consistently obtained 
through the Bureaus where a complete record of all transac- 
tions affecting the risk may then be made. 

““‘One’s judgment can be no better than his information.’ 
And obviously one’s information can be better when a com- 
plete report is obtained rather than limited information from 
one or more references which are favorable almost without 
exception. . 

“Consistent co-operation by all will do much to produce and 
maintain wholesome credit conditions. 


Very truly yours, 
MERCHANTS CREDIT ASSOCIATION 
of Mobile, Ala., Inc. 


“Bureau in your city through which reports may be obtained: 
“Associated Retail Cr. Men, Inc., Printcraft Bldg., 
930 ‘H’ St., N. W., Washington, D. C. 
Or 
“Stone’s Mercantile Agency, Inc., 1415 ‘H’ St., N. W. 
Washington, D. C.” 


31. Defendants Merchants Credit Association of Mobile, 
Alabama, Inc., and W. H. Jernigan did the acts and things 
alleged and described in the foregoing paragraph for the 
purpose and with the effect of effectuating, maintaining, and 
continuing a part of the aforesaid conspiracy, and for the 
purpose and with the effect of designating and assigning 
the region in and around Washington, D. C., as the exclusive 
territory of the Associated Retail Credit Men, Inc. (of Wash- 
ington, D. C.) and/or Stone’s Mercantile Agency. By said 
acts and things Merchants Credit Association of Mobile, 
Alabama, Inc., and W. H. Jernigan have violated the afore- 
said decree, and especially subdivisions II and III thereof. 

32. On or about October 4, 1934, Stone’s Mercantile Agency 
of Washington, D. C., by letter sought to procure from 
defendant Frederick & Nelson Company credit information 
relative to Arthur L. Sullivan. Frederick & Nelson Company 
refused to comply with said request from Stone’s Mercantile 
Agency and sent the request to Seattle Retail Credit Associa- 
tion. Defendant E. DeWitt refused to comply with the request 
of Stone’s Mercantile Agency, and reported to the Corpora- 
tion that Stone’s Mercantile Agency had sought to procure 
a credit report and information from the Frederick & Nelson 
Company. Defendant Guy H. Hulse then caused the follow- 
ing statement to be sent to Stone’s Mercantile Agency, Inc.: 

“The enclosed direct inquiry which you routed to Frederick 
& Nelson of Seattle, Washington, found its way to the office 
of the Seattle Credit Bureau, a member of the Inter-Bureau 
Reporting Department. 
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“Naturally, the Seattle Bureau did not look with favor on 
this direct inquiry, inasmuch as you are a member of the 
Inter-Bureau Reporting Department and are familiar with the 
proper procedure for securing information from that city. 

“Will you please write this office regarding this matter in 
order that we may answer Seattle’s inquiry?” 

33. Defendants Frederick & Nelson Company, Seattle Retail 
Credit Association, the Corporation, and Guy H. Hulse did 
the acts and things alleged and described in the foregoing 
paragraph for the purpose and with the effect of effectuating, 
maintaining, and continuing a part of the aforesaid con- 
spiracy, and for the purpose and with the effect of designat- 
ing and assigning the region in and around Seattle, Wash- 
ington, as the exclusive territory of Seattle Retail Credit Asso- 
ciation. By said acts and things Frederick & Nelson Com- 
pany, Seattle Retail Credit Association, the Corporation, and 
Guy H. Hulse have violated the aforesaid decree, and espe- 
cially subdivisions II and III thereof. 

34. On or about March 7, 1935, Stone’s Mercantile Agency, 
Inc., of Washington, D. C., by letter sought to procure from 
defendants Geo. Taylor Company and Geo. Stifel & Co. 
credit information relative to Mrs. H. K. Moore. The Geo. 
Taylor Company and Geo. Stifel & Co. refused to comply 
with said requests from Stone’s Mercantile Agency and sent 
the requests to the Merchants Co-operative Association 
(Wheeling, W. Va.). Defendant Frank B. Speidel refused to 
comply with said requests for credit information, and returned 
them to Stone’s Mercantile Agency with the following state- 
ment: 


“Members of this association turn all direct inquiries for 
credit information over to this office for reply. We can 
furnish you a complete report on the above mentioned party 
for the regular fee of $1.00. If you are affiliated with the 
Credit Rating Bureau in your town that is a member of the 
National Retail Credit Association you should have them 
get this information for you. 


MERCHANTS CO-OPERATIVE ASS’N. 
302 Citizens Mutual Trust Co. Bldg. 
WHEELING, W. VA.” 


The request which originally had been sent to Geo. Stifel 
& Co., when returned also had the following statement rela- 
tive to it: 

“2nd inquiry returned; please refer rule 30 Rules and Reg- 
ulations NRCC; everything must be cleared thru bureau.” 

35. Defendants Geo. Taylor Company, Geo. Stifel & Co., 
Merchants Co-operative Association, and Frank B. Speidel did 
the acts and things alleged and described in the foregoing 
paragraph for the purpose and with the effect of effectuating, 
maintaining, and continuing a part of the aforesaid conspiracy, 
and for the purpose and with the effect of designating and 
assigning the region in and around Wheeling, W. Va., as 
the exclusive territory of Merchants Co-operative Association, 
and the region in and around Washington, D. C., as the 
exclusive territory of a credit agency member of the Asso- 
ciation located therein. By said acts and things Geo. Taylor 
Company, Geo. Stifel & Co., Merchants Co-operative Associa- 
tion and Frank B. Speidel have violated the aforesaid decree, 
and especially subdivisions II and III thereof. 

36. WHEREFORE your informant and petitioner charges 
that the defendants named herein, severally and jointly, have 
wilfully, wrongfully, and knowingly disobeyed and violated 
the provisions of said final decree entered by this Court on 
October 6, 1933, in Equity Cause No. 10420, in the manner, 
by the means, and for the purposes charged herein; and prays 
that an order be issued from Court upon this Information 
and Petition and the annexed affidavit, directing and requir- 
ing said defendants, and each of them, to appear before this 
Court at the time to be fixed in said order, to show cause, 
if any there be, why they should not be attached and punished 
for contempts of this Court, and that upon the hearing of these 
charges such punishment be imposed upon said defendants as 
may seem to the Court right and proper. 

Harry C. BLANTON. 


United States Attorney for the 
Eastern District of Missouri. 
(Sgd) Harold M. Stephens 
Assistant Attorney General. 
(Sgd) Harold L. Schilz 
Special Assistant to the 
Attorney General. 
APRIL 5th, 1935 
DISTRICT OF COLUMBIA: ss 
Harold L. Schilz, being duly sworn, deposes and says: 
That he is a Special Assistant to the Attorney General of 
the United States in the Department of Justice; 
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That by direction of his superior officers in the Department 
of Justice, he has caused a careful investigation to be made 
by Special Agents of the United States Division of Investiga- 
tion into alleged violations of the final decree of the United 
States District Court for the Eastern Judicial District of 
Missouri, entered October 6, 1933, in Equity Cause No. 10420; 


‘That the foregoing Information and Petition is based upon 
and drafted from the information set forth in the reports 
made by said Special Agents and information presented to 
him by persons engaged in the consumer or retail credit report- 
ing business; 

That he has prepared and read the foregoing Information 
and Petition, and that from the knowledge he has thus ac- 
quired of the matters charged therein, he believes the allega- 
tions and statements contained in said Information and 
Petition are true. 

(Sgd) Harold L. Schilz 


Subscribed and sworn to before me in my presence this 
30th day of March, 1935. 


{Sgd) Dorothy Jost 
Notary Public. 


The Stipulation 


IN THE DISTRICT COURT OF THE UNITED STATES 
FOR THE EASTERN DISTRICT OF MISSOURI 


United States of America, 
Complainant and Petitioner, 
v 


Guy H. Hulse, E. DeWitt, W. H. Jerni- 
gan, J. S. Merrill, Frank B. Speidel, 
Frederick & Nelson Company, Rand and 

Company, Geo. Stifel & Co., Geo. Taylor Te . . 
Company, Merchants Co-operative As- ¢ Criminal No. 18895. 
sociation, Merchants Credit Association 
of Mobile, Alabama, Inc., National Con- 
sumer Credit Reporting Corporation, 
National Retail Credit Association, Seat- 
tle Retail Credit Association, and Spring- 
field Retail Credit Bureau, Inc., 





Defendants. J 


STIPULATION. 


Come now the United States of America by Harry C. 
Blanton, United States Attorney for the Eastern District of 
Missouri, and Harold L. Schilz, Special Assistant to the At- 
torney General, and National Retail Credit Association and 
National Consumer Credit Reporting Corporation (hereinafter 
referred to as the Association and Corporation, respectively) 
by their attorney, Lawrence McDaniel, and stipulate and agree 
as follows: 

That hereafter both said Association and Corporation will 
impose the following two provisions on their members as a 
condition of membership; and will warn the membership that 
failure to observe such conditions may result in the imposition 
of penalties for contempt of the Decree in United States v. 
National Retail Credit Association, Equity No. 10,420. 


The first condition is: That all individual members, that is 
merchants, stores and the like, of the Association and the Cor- 
poration will strictly refrain from any agreement or tacit 
understanding that they will refuse to answer direct inquiries 
for credit reports and information and will abandon any agree- 
ment and understanding and concerted practice of referring all 
such direct inquiries to Credit Bureaus of the Association or 
Corporation of which they are members. 

The second condition is: That the Credit Bureaus or Agency 
members of either the Association or the Corporation will 
render credit reporting service to members and non-members 
alike without any price discrimination of any sort against 
non-members, except where the Bureau is owned or supported 
or controlled by the stores there may be a different price to 
the public, in which case, prices‘to the public and not to 
member stores will govern in connection with non-member 
inquiries, local, foreign and inter-bureau. 


It is further stipulated that the above conditions will be 
printed as a preface to all rosters, rules and regulations issued 
by either the Association or the Corporation to its members. 

It is further stipulated that this stipulation, together with 
the Decree and the Information in Contempt in this proceeding, 
will be published in the June or July, 1936, issue of The Creprr 
Wor pb, an official publication of the Association, and in one 
issue of the Service Bulletin, also an official publication of 
the Association and the Corporation, published some time dur- 
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ing those months, and that these two publications will be 
mailed to all listed members of the Association and Corpora- 
tion. 


It is further stipulated that this stipulation will be read and 
appropriately explained at the general convention of the As- 
sociation which is to be held at Omaha, Nebraska, in June of 
this year. 

This stipulation is made with the understanding that its 
provisions do not alter or modify in any way any of the pro- 
visions of the Decree in Equity Cause No. 10,420, United 
States v. National Retail Credit Association. 

Harry C. BLANTON 
United States Attorney 
Haroip L. ScHILz 
Special Assistant to the At- 
torney General 
LAWRENCE McDANIEL 
Attorney for National Retail 
Credit Association and Na- 
tional Consumer Credit Re- 


porting Corporation. 
Dated May 6, 1936. 


~D6r 
The Explanation 


(By General Counsel) 


N JUNE, 1933, in the United States District Court 
for the Eastern District of Missouri, the United 
States of America filed a petition against the Na- 

tional Retail Credit Association, its officers, directors, 
and approximately twenty-two thousand members includ- 
ing credit agencies, retail credit granters, local associa- 
tions of credit men, department stores, merchants, mail 
order houses, banks, finance companies, hotels, insurance 
companies, business and professional men, etc., charging 
violation of Anti-Trust laws, the specific charge being: 

“The defendants have combined and conspired to re- 

strain and monopolize the aforesaid interstate trade and 
commerce in credit reports and information in violation 
of the Act of Congress approved July 2, 1890, entitled, 
“An Act to protect trade and commerce against unlaw- 
ful restraints and monopolies.” 


It was charged that the Association had in the files of 
its members practically all of the credit information as to 
the buying public of the United States. To quote from 
the Bill of Complaint, “The Credit Agency members of 
the Association have on hand credit reports and informa- 
tion pertaining to upward of sixty million retail con- 
sumers in the United States.” In other words, the 
Government maintained then, and still maintains, that 
the Association has a monopoly on the retail credit in- 
formation of the nation. 


The Department of Justice admits that the monopoly 
is good for all concerned; the merchant, the retail buyer, 
and business generally; that the great volume of retail 
business could not be carried on with the small percent- 
age of loss incident to credit granting if this information 
was not quickly available; that if the Government had 
felt that the monopoly was harmful to the public gen- 
erally, they would have asked for the dissolution of the 
Association and the indictment on criminal charges of 
those responsible for the monopoly. The practices which 
caused the monopoly and complained of by the Govern- 
ment were Rules 1 and 2 of the Service Department 
(now a division of the National Consumer Credit Re- 
porting Corporation) regarding the admission of bureaus 
or agencies to membership; that there was an agreement 
that all direct inquiries should be referred to the local 
bureau; that bureaus refused to sell credit information or 
reports to non-members and that the effect of the agree- 
ments, rules and regulations and acts and things alleged 
and their observance and application had been to put into 
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the hands of each of the defendants all or almost all of 
the interstate trade and commerce in credit information 
and credit reports having its origin or termination in the 
region assigned to them, and to put into the hands of the 
defendants collectively, all or almost all of said inter- 
state trade and commerce in credit reports in the United 
States. Further, that the effect thereof had been unduly 
to restrain and interfere with credit agencies who were 
not members of the Association in engaging in interstate 
trade and commerce in credit information and credit 
reports. 

On the 6th day of October, 1933, a Consent Decree 
was entered in this case whereby the defendants were 
permanently and perpetually enjoined or restrained from: 

1. In designating and assigning any region or regions as 
the exclusive territory in which any member or members 
of the Association shall gather credit information or sell 
credit information or reports. 

2. Refraining from gathering credit information or selling 
credit information or reports in any region or regions as- 
signed as the exclusive territory of any member or mem- 
bers of the Association. 

3. Refusing to sell credit information or reports to vendees 
in any region or regions assigned as the exclusive territory 
of any member or members of the association except to 
and through a member or members of the Association. 

4. Reporting, circulating, or in any manner publishing the 
names of persons or corporations who have sought, or are 
seeking, to procure, buy, or sell credit information or 
credit reports from or to any member or members of the 
Association except to and through a member or members 
thereof. 


After the Consent Decree the Association in every way 
sought to have its members comply with the terms of the 
decree. With so large a membership and with the mem- 
bership changing from time to time it was almost impos- 
sible to keep unintentional violations from being made. I 
think the Government will admit that no one deliberately 
and wilfully violated the decree. 

On or about the first of April, 1935, the United States 
charged the National Retail Credit Association, the Na- 
tional Consumer Credit Reporting Corporation, and 
various stores, individuals and credit agencies with violat- 
ing the Consent Decree, and pleaded various acts as hav- 
ing been done by the various defendants. This included 
the statements in bulletins; statements made at meetings 
of bureaus and associations; and conduct regarding direct 
inquiries, all of which were correctly pleaded and could 
have been proved by the Government. A sample is 
Charge 29 which is as follows: 

Since the entry of the decree in this cause, defendant J. S. 
Merrill by oral statements made at meetings attended by mem- 
bers of Springfield Retail Credit Bureau, Inc., and by the 
written statements set out hereafter, has encouraged and sought 
to induce such members of Springfield Retail Credit Bureau, 
Inc., to refuse to supply or sell credit information and credit 
reports requested by other credit agencies or by credit granters 
located either in the region assigned said Springfield agency or 
in other regions, and further, to send all such requests to 
Springfield Retail Credit Bureau, Inc. 


The Government claims to have many more complaints 
and evidences of violation of the Decree than those men- 
tioned in this citation for contempt. 

On the sixth day of May, 1936, various defendants 
pleaded guilty and were fined. As to the stores charged 
in the citation for contempt the Government dismissed 
the charge. ‘The stipulation filed by the Association and 
the Corporation, while not deviating from the original 
Consent Decree, clarifies same, and here in popular lan- 
guage is what all members must do to be on the right 
side of this Decree: 

1. All individual members, that is merchants, stores 
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and the like, must refrain from any agreement or any tacit 
understanding that they will refuse to answer direct in- 
quiries for credit reports and information and will aban- 
don any agreement or understanding and concerted prac- 
tice of referring all such direct inquiries to Credit Bu- 
reaus of the Association of which they are members. 

So, to get back to the explanation of the original de- 
cree the merchants (or bureaus) may do anything they 
please with a direct inquiry; they may answer it—they 
may send it to their bureau—they may tear it up—they 
may throw it in their wastebasket, but there must not be 
any understanding or practice indulged in by the mer- 
chants or bureaus of a community in the nature of a mo- 
nopoly. Every store should handle the direct inquiries 
on the merit of each inquiry, answering some where, for 
instance, the customer has given the store as a reference, 
refusing to answer those they do not think worthy of an 
answer, or sending to the bureau those they think should 
be answered by the bureau. 


Please bear in mind that in the absence of any agree- 
ment, a concerted practice or tacit understanding may 
have the same effect in law as an agreement. If, for 
instance, in a community without any agreement or un- 
derstanding all of the merchants make it a practice of 
sending their direct inquiries to their Bureau, that might 
be a violation of the Anti-Trust laws by reason of the 
practice and not by reason of any agreement. 

2. That the Credit Bureaus or agency members of 
either the association or the corporation must sell credit 
reports to members and non-members alike without price 
discrimination, except where the bureau is owned or sup- 
ported or controlled by the stores and there is a different 
price to the public, in which case prices to the public and 
not to the member stores will govern in connection with 
non-member inquiries local, foreign and interbureau. 

In other words, the Government says we have all of 
the retail credit information of the nation; that we offer 
it for sale, and that everyone who seeks to buy upon the 
payment of the regular price is entitled to be served. 

The observance of the above will keep us out of trou- 
ble with the Federal Government and allow one of the 
greatest businesses of the nation to go ahead unhampered. 

Usually the first inquiry regarding this Consent De- 
cree is “Why didn’t you fight the Government?” There 
were several reasons why we did not—any one of which 
was sufficient for entering into a Consent Decree. 

1. We did not have the money and had no way of 
getting the money. It was estimated that the defense if 
properly presented would cost about $60,000. 

Since the trial of the Motion Picture cases in St. Louis, 
it is common talk that the cost to the Government and 
to the Motion Picture defendants was in excess of two 
million dollars, the defendants’ share being far larger 
than that to the Government, so it may be the estimate 
of $60,000 to defendants in our case was far too low. 

2. Practically all suits by the Government charging 
violation of the Anti-Trust law result in Consent De- 
crees, because this is one law with teeth in it and where- 
ever on a trial the Government prevails and an injunc- 
tion is issued against the defendants the law provides that 
the Decree is Prima Facie evidence of a monopoly in all 
suits for damages and that triple damages shall be 
awarded. 

Therefore, had we defended and lost this suit, any- 
one who felt damaged by the establishment and mainte- 
nance of the monopoly could have filed an action for dam- 
ages and by merely introducing a copy of the decree of 
the court and proving damages, could have recovered 
three times their actual damage. 
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Sound Credit--That’s Your Problem! 


(Continued from page 5.) 


pansion. Webster defines the word “inflate’—‘“to extend 
imprudently,” and that is precisely what the retail credit 
granters, merchants as well as credit men, do to promote 
inflation. They extend credit imprudently, knowingly 
permitting the purchase of commodities and supplies be- 
yond capacity of the consumer to pay within a reasonable 
period. 

They fail to realize that whereas debts are conceived 

of in terms of dollars and cents, they are none-the-less 
correlative to things—units of consumption—and can 
remain normally relative to these units of consumption 
as long as the price levels of these units are maintained, 
and that as price levels decline, the debts will increase 
relatively in proportion. 
» Il wonder just how much thought we as merchants and 
credit granters are giving to the inevitable decline in price 
levels of the particular type of merchandise on which we 
are now extending long-time credit. It is not so long 
since (almost overnight) standard radio receiving sets 
dropped in price approximately 3314 per cent due to 
radical improvements in construction and to the end of 
the period of the initial write-off of manufacturing equip- 
ment. This price adjustment is surely facing us again on 
the major appliances, and you can very well realize the 
bearing this has on unpaid balances. 


There must be a return to fundamentals in retail 
credit with the elimination of haphazard, long-deferred 
time-payment selling. The merchant must take the lead 
in this. return to sound and safe credit operation. After 
all, the banks and finance companies only reflect the de- 
sires of the merchants. Competition in installment sell 
ing must be curbed. 


The high-pressure selling in this direction tends to 
become so intense that the resistance of even the most 
conservative charge buyer will be broken down, and he 
will soon find himself ensnared by the lure of the facility 
with which luxuries and conveniences can be obtained. 
He ultimately will become literally swamped with debts 
of every kind and character, against which he will be 
obliged to hypothecate his income for an indefinite period 
into the future. 


The natural reaction is that if most commodities can 
be purchased on a long-term basis all commodities should 
be sold on the same basis, and the former adherence to 
thirty- or sixty-day charge account terms is no longer 
considered necessary. How can the merchant arrest this 
rapid development of uncontrolled credit? He cannot 
do so except by concerted action. 

The cut-throat competitor we have with us always. 
If we shut our eyes to the natural laws of economics and 
finance and attempt to adjust our business to meet un- 
warranted offers of this type of merchant, we are hasten- 
ing the whole structure of retailing toward a time of 
serious accounting. 


There can be no doubt the deferred payment plan used 
in connection with the sale of merchandise soundly con- 
trolled is a legitimate and desirable method of distribut- 
ing large quantities of goods. The great rush of com- 
petitors to outdo each other in generous stupidity in the 
extension of credit terms, however, is nothing more than 
an open invitation to disaster. 
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I dislike to close on a pessimistic note and I hope I 
may not be so interpreted. Mine is intended only as an 
appeal to common sense and clear thinking and I am 
confident that merchants will in time see and heed the 
sign—Stop, Look, AND LisTEN! 
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The General Convention Program 
(Continued from page 15.) 
4:00—DiscussIon. 
4:15—Appress—“Fair Rates to Agency and Client.” 
By Earle B. Dows, Minneapolis, Minn. 
4:45—DIscussIoN. 
5:00—REports OF COMMITTEES: 
Rules & Regulations. 
Nominations. 
Education. 
Ethics. 
Legislative & Regulatory. 
Resolutions. 


5 :30—ADJOURN. 
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Successfully Handling Deferred Payment 
Accounts 


(Continued from page 7.) 


3. Establishing a definite policy as to requirements 
necessary to effect a profitable time payment sale and 
courteously explaining to the customer the terms on which 
the sale is made. 

4. Passing on applications quickly and promptly ad- 
vising the customer of your decision. 

5. Following up collections promptly and not letting 
the customer become a poor credit risk (and a loss as a 
future customer) through becoming delinquent. 
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Positions Wanted 


Crepir MANAGER—12 years’ experience; audits, col- 
lections, sales. Education: Business, Law Grad. ’28, age 
33, married, Christian, temperate. Address Box 62, 
Crepit Wor LD. 


CrepDir AND COLLECTION MAN—Young aggressive, 
educated, able correspondent, well experienced, desires 
position. Address Box 63, CREDIT WorLD. 


mor 
Retail Store Accountant Wanted 


Department store or specialty apparel experience re- 
quired. Man or woman applicant considered. Assistant 
comptroller or general office manager preferred. Must 
be capable of handling retail inventory method and 
rendering monthly departmental operating reports. State 
previous connections, references, salary, age. Address 
Box 61, Crepir Wor -p. 
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“They Reduce the Cost of Collections” 








NOW that we've | 
reminded you, 
won't you send | 
us a check— | 
please? 

| 


Thank You! 


























That’s what H. C. Stroupe, Credit Manager, 
Memphis Power & Light Co., says about the 
“National” Collection Stickers. (P.S. He uses 
10,000 “Gold” Stickers every month.) 





|| _ Just to 
) Kemind You-- |j 
that this account (6) 


g) 
| has probably been 
| overlooked and 


we'll appreciate 
your remittance. 


Thank You! 





1. The “Standard” Series 


Five in the series, exact size as shown (upper 
half of this page), printed in two tones of blue 
on gummed white paper. 


Prices, 1,000 of any one sticker, $2.00; 1,000 
assorted, $2.50; 500 assorted, $1.50; small lots— 
less than 500 assorted—50 cents per 100. 

Note: Stickers in both series are now printed 


in Canada and shipped from Canada for use of 
Canadian members—at prices shown here. 














Your Kem i tance. | 


for this past due 
account will be 
appreciated. 
We'll be watch- 
ing for it! 


Many Thanks! 
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“Good Credit— 


all the 
the world,”’ 


is worth more than 
gold mines in 
said Webster. 


Prompt Payment Builds 
Good Credit—‘Worth 
More Than Gold” 


TREAT YOUR CREDIT 
7? 02 se 
© 1934 SACRED TRUST 
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A Friendly 
Reminder! 


account is overdue, 
remittance will be 


As this 
your 


greatly appreciated. 
Prompt Payment Builds 
Good Credit—‘Worth 
More Than Gold” 





- 
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2. The “Gold” Series 


(One large oil company has just ordered 50,000 
of these—to speed collections in its branches.) 


An outstanding series—rich and dignified 
looking: Printed in royal blue, on special gold 
paper. Five in series (shown on lower half 
of this page). Actual size, 134” x2”. (Dotted 
lines are not part of stickers but are only “size 
indicators.”) 


PRICE, $3.00 PER THOUSAND 
Order Either Series from Your Credit Bureau 


or—National Retail Credit Association, 1218 
Olive St., St. Louis. 


. 8S. Below: New 
“Gold” Emblem 
Sticker. $1.50 per 
1,000. 





; MEMBER ! 
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H vediena Retail ‘ 
. Credit : 
a Association . 





Now—Please? 


We know how easy it is to 
forget. Won't you send it 
now—please—while you have 
it in mind? 

Prompt Payments Build 
Good Credit—‘Worth 
More Than Gold” 


© 1934 
CN. 


N.R.C.A, 





AMEE LATE AEE 5 
POSSESSES SSOOOS 


Keep Your Credit 
As “Good As Gold”! 


Prompt payment of accounts, 
according to terms, will build 
a priceless credit record— 


“Worth More Than Gold” 
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Past Due! 
Prompt payment of this ac- 


count is necessary to protect 
your credit record, 


Safeguard Your Credit— 


It’s “Worth More Than 
Gold”! 

© 1934 N.R.C.A, 
ac oem lee earner 








We Repeat: This Advertising Plan 
Builds “Credit Understanding” 


Realizing the 
value of credit, 
she uses current 
income to meet 
current expendi- 
tures 
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and the Credit Bureau's 
record is only a reflec. 
tion of how People 
meet their obligations « 
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What do your customers know about credit? 
About credit terms? What do they know about the 
credit bureau and its functions? Do they even 
know of its existence? Do they really understand 
the value of good credit ratings or the advantages of 
being able to buy on credit? 

Every retailer knows the value of newspaper ad- 
vertising in retail merchandising. If it’s good 
business to use it to sell merchandise, isn’t it equally 
good business to use it to “sell” the idea of paying 
—according to terms—for that merchandise? 
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“Credit,” said 
Daniel Webster, 
“has done a thou- 
sand times more to 
enrich mankind than 
all the gold mines in 
the worl F 
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The N. R. C. A. “Pay Promptly”- advertising 
campaign, consisting of 12 advertisements, in three 
sizes, was developed for just that purpose. The ads 
are diversified, explaining various credit questions 
from the credit bureau to the use of a charge ac- 
count, 

This campaign will improve credit condi- 
tions in the entire community by showing people 


why it is to their advantage to pay their obligations 
promptly. 
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NATIONAL RETAIL CREDIT ASSOCIATION 


1218 Olive Street 


St. Louis, Missouri 











